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This is it! All the mailing list compilers on God's green earth can’t duplicate electronic 
selection! Old fashioned compilation methods are on the way out at Ponton’s! IBM electronic 
list-compiling equipment is on its way — with more coming fast! That’s progress! That's 
eliminating the element of human error! 


Now—you can avail yourself of a totally new automatic process of mailing list selection 
and maintenance. Now — unexplored sources of new business can be yours. Wider coverage 
per list by Ponton makes this possible. And no other mailing list compiler can match this 
service! 


Take advantage of timely progress. It was never before possible with obsolete “hand- 
picked” list selection. Ponton has combined the quality of its mailing lists with the natural 
electronic ability of IBM equipment, so that you get better and greater list coverage! Put 
your finger on the one source of accurate, electronically controlled mailing lists. It’s Ponton, 
naturally! 


PONTON 
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(Paper Mills 


SUMMER DAY, a lithograph by Adolf Dehn. 


tems Lent and — 


With the unmistakable quality of a genuine felt finish and the luxury 
of a wide, feather deckle edge, the clear white and seven delightful 
Artemis colors can add an extra note of distinction to booklets, 
brochures and business announcements Text and cover weights 


deckle or plain edge for finer printing by letterpress and offset. 
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DEPARTMENTS 


coves srory 


COVER STORY 


Salute To A 
SHORT NOTES — ‘ 9 Crusading Postmaster 


A Monthly Copy Clir 


REED-ABLE COPY Conducted by Orville Reed 34 i] } to hold | 
gress to allow him to hold fis present 
MY MAIL ORDER DAY — hy Jared Abbeon. - . 38 job but it was also an act of 


providence The postal service is bet 
ter for both acts 


F E A T U R E S Ralph P Mayo is the formal name 


of the eciprent of on cove salute 
POSTMASTERS WORK FOR “or hi — fe rt he hve called hy 
BETTER PUBLIC RELATIONS hy Ralph Buddy) Mayo 16 in informal Buddy.” We've seen 


quite a lot of him in the past year 


ever since the Direct Mail Ad 


It required a special Act of Con 


Highlights From 


CHICAGO DIRECT MAIL DAY . ; ; , , 19 vetiiiatint: Min ‘qoaaia amie ae 
Case histories direction of Harry Porter, a liaison 
“Partners in Profit’ hy Robert A. Fergusson 20 committee with the National Assn. of 
How To Sell To And Postmasters of the nited States, Al 
Through The Dealer hy B. G. Pomfret . , 24 pri Lecdand aparhe 

DIRECT MAIL IN THE CONSTRUCTION He's that way in business and in so 
EQUIPMENT FIELD. : , 27 cial contacts 


His official tithe in NAPUS is Di 


HOW GATEWAY KEEPS ‘EM ROLLING WITH A 
rector of Public Relations. He wa 


TRADE CHARACTER AND SLOGAN CAMPAIGN 


j ippointed in the fall of 1954 by pre 
oy Dumiey Lufein, Fas Eaten ines _ & ident Raymond V. McNamara of 
1954 HENRY HOKE AWARD WINNER Haverhill, Mass.. after having served 
COMES TO LIFE NEXT MONTH : 33 for three years as chairman of the 
Postmasters Educational Committer 


during which time he wrote the 


precedent making hook The {rt and 


Henry Hoke ‘ : 
Siteee aad Pubishos Busine 4 ol the Postma fer (R, 

; porter February 1955 page MD) 

M. L. Strutzenberg F. Stern H. L. Mitchell 

Business Manager Circulation Western Advertising Manager Buddy “ rt gul i jo w“ hie h lie 
, nanages to handl holy apite of 

Dudley Lufkin Henry Hoke, Jr a I ~ p ton 
Field Editor Advertising Manager extensive traveling) ts ostmaster 


it University of Richmond Virginia 
And that takes considerable explain 


The Reporter of Direct Mail Advertising is published monthly by Henry Hoke, publisher ing. Think we have it straight. Th 


at Garden City, New York. Subscription price is $6.00 a year. Re-entered as second class Universit of Richmond Post Offi 
matter at Post Office at Garden City, New York, under the act of March 3, 1897. Copy- is a separate entit setup to rye 
right 1955 by Henry Hoke. Western Sales Office: H. L. Mitchell & Associates, 3087 Saturn the inhabitants of a three-hun valeedd 
Avenue, Huntington Park, California, LUdlow 5-4668 
wre ire a completel urrounded | 
The Reporter ndependently owned and operated. But in addition to thousands of the cit of Richmond erviced | 
regulor subscriber Membe t the Direct Mail Advertising Association receive The the Ric Lmeor d P ' (ilies Budd 
Reporter as part f the Ass tion servic A portion of eir annual du i for 
— , ” - ' adie = oe was ippointed Postmaster if 149 
riptior 
ifter considerable shuffling rround 
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257 Fourth Ave., New York 10, N. Y. @ 330 No. Michigan Ave., Chi 
Telephone: ORegon 4-706! Telephone: Financial 6-4180 
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GET THE FACTS! 


PHOTO-ENGRAVING COMPLETELY 
EXPLAINED TO THE LAYMAN 


Now brush-up' with this modern, complete and fully 
illustrated guide to correct photoengraving methods. 108 
pages—lavishly illustrated in black and white, and color 
$2.00 
per copy r 
HORAN ENGRAVING COMPANY, INC. 
44 WEST 28th STREET, NEW YORK 1, N.Y 
Tel. MU 99-8585 * Branch Office: Market 2-4171 
Please vend me ~eoad spies of vo 8 
boot The Art sd Technique of Photo Engraving 
service whether your hy 


And don't forget Heran's 


around the clock 


check f $ sor sed 
problem is 
Nome 
black and white, 


benday or coler process Street 





and the Act of Congress mentioned 
in our first paragraph It's an inter 
esting story of 3 accidental career 

When Buddy was going to school 
he tried t get a ob as a temporary 
clerk at the Richmond Post Ofhes 
He was turned down because he was 
too short in stature to handle th 
casing Years later. he bought a sta 
tionery and supply business on the 
campus, and only when signing the 
lease did he learn it was a customar 
provision that the tenant also had to 
he The Postmaster. But the law at 
that time required Postmasters to live 
within Post Office limits. Buddy 
couldnt do it with his family 
So the law was changed allowing 
him to hold the job. ever though he 
did not live within an area serviced 
by the Post Ofhes Under Buddy's 
steam. the littl third class office 
grew until in July of 1947 it became 
a second class operation 

This “better public relations” drive 
of the Postmasters is important t 
all users of the mail so get t 
know Buddy Mayo better. Here ar 
a few brief highlights 

He was born in Richmond. Vir 
ginia, on April 3, 1912. Attended 
John Marshall High School and the 
l niversity’s Evening School of Busi 
ness Ir his educational life he 
studied advertising. business law and 
accounting After school. his abilities 
were soon proven and he became 
prominent in the local printing ind 
advertising business He managed i 
retail organization with 180 employ 
ees and then struck out for himself 
with the stationery store which ever 
tually landed = hin into the Post 
mastership. The store and restaurant 
(seating 90 peopl ire still success 
ful operations 

Busy men fall into a general pat 
tern They seem to find so much 
time for others. In addition to th 
Postmasters Association work of 
love, Buddy is mixed up in all sorts 
of things He's beet district con 
missioner of the Boy Scouts is a 
vice commander in the Americar 
Legion: on the board of the Officer 
Club of Virginia belongs to the 
Press Club of Virginia and the Kiwa 
nis Club. He is on the Board of Ste 
wards of the Methodist Church and 
Sunday School He has served of 


many civic committees. He is a 
tish Rite Mason and holds the honor 
iry degree of Chevalier of the Order 
of DeMoley and is a past officer of 
the Legion of Honor in the Shrine 

as well as a life member iv 
the Ladder of Smiles for the ¢ rippled 
Children’s Hospital 
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During World War Il, Budd 
served with the Fleet Post Offices i 
New York, San Francisco, Pear! 
Harbor and the Marshall-Gilbert Is 
lands He ilso served as presict 
of the Virgir ia Cl ipter of the Post 
masters Association in 1950, and 
was editor of the Virginia Postmaste 
from 1947 to 1949 

When he isn't tr iveling maki 
speeches attending meetings readin 
postal bulletins, writing reports and 
preparing helps for other postmaster 

Buddy lives with his wife, Doro 

thy, and three children (Bettie I 
fommy 12, Jimmy 6) at 7003 Lake 
wood Drive. in beautiful Westhan 
suburb of Richmond. For relaxation 
hie plays a little golf but prefers 
poker According t Harry Porter. hi 
abilities in the latter are not to | 
taken lightly but he claims th 
all winnings are donated to the Salva 
tion Army 

For more about Buddy's philose 
phy read on page 16 the highlights 
of his fine talk at the | nvelope Van 
ufacturers Assn. convention in Belle 
air, Florida. And you can meet his 
personnally at the DMAA conver 
tion in Chicago, September 12, 15 
and 14, for he will be representing 
NAPUS there and will be on the 
program for a report on progress of 
DMAA-NAPLUS liaison committee 

He deserves all sorts of salutes 
for the job he has done and for what 
lie has been and is Hf Hf 





Watch Your Mail For 


CHICAGO PROGRAM 


All members of the Direct Mail 
Advertising Assn. plus all subscribers 
of The Reporter are receiving the at 
tendance promotion campaign from 
Chicago. The preliminary pieces hav: 
been good Especially that “Proclama 
tion” from Father Dearborn 

The program has now been com 
pleted and you may have a complete 
copy before this issue reaches you. If 
not, you will see the entire program 
im the pre-convention September is 
sue of The Reporter which will react 
you shortly after September | 

This is a final reminder that if you 


have not made our hotel reserva 
tion you better et busy. Writ 
direct to the Morrison Hotel 

The convention fheially open 


Monday morning, September 12, but 
many people are planning to arriv 
on Sunday to take parti sightseeing 
ties. The Re 


porter hie adquarters will [ve open il 


or pre conventior rect 


noon Sunday. See yuu from then or 
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“I’ve been using 


Reply-O-Letters 








for a 


number 





of years”, 


says 
BARNEY G. CAMERON, 


Circulation Director 


THE NEW YORK HERALD TRIBUNE 


“Building newspaper circulation by mail 
is, of course, just one phase of a circula 
tion manager's work. It isn’t an easy 
job and the Reply-O people contributed 
largely to our success in that direction 
They know circulation well enough to 
he Ip our Promotion De partment to create 
strong selling letters to get new sub 
scribers, and they complete the job with 


a renewal program that really work 


» We use a lot ol teply () | etter con 
sistently here at the Herald Tribune 
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makes good reading for 





anyone who uses the mail 





Send for your free copy 






today 








reply-o-letter 


\ 


\ 








THE REPLY-0 PROOUCTS CO 
7 Central Park West 
New York 23,N.Y 
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Here at Names Unli 


Can Direct Mail ae 


» f nat , : 
we tee na I .. May bly ip] 


make profitable use of of “audited information” for the prepar 


ings that our own AUDITED LIST 


MOTIVATION circulation of mailing 


Motivation Research tries to dix el hw lace 


RESEARCH? to find out how gO nye fee what actually 


make them pend ir mone 


Instead of using ordinary questi 


quently don't reveal people's true 
M. R. conducts “depth interviews’ 


+} 
rhe 


planned to go deeper under 


Then it comes ip with slants 
make your advertising ! pI 
prospect 

them 

Names Unlimited AUDITED LI 
more thorough jol 

We supply you with the name 
categories of them, who should be 


pect But instead of asking you to “bu Oo I 
people just for sheer ma of number our AUDIT 


whole hi becorne etty -— «4 

oo ING Service digs up every available fact about 
Motivation Research ' 

ind what they are how they ‘ 


at 1OW vesting 
i watde~ tear how they buy how much 
what kinds of mailing navy 


them up to now 


1 thi widely talked 


find out why people 


dollar inciude 


getting thei 


e hundred i produ ! 
have been Motivation Research 

one of these exampl i 

Mail Order field) you will find 
cosmetics, electrical appliance food 
hardware nsurance, Magazine new 
equipment, phonograph record 


my more 


we men and women in 
e always been firm believer 


t ‘ " : 
i i ime 


In other words Motivation Re 

give you proved effective appeals. Names Unlimited 
aim is to give you proved responsive people. And if 
we each do our job successfully, you m y 
This whole subject may have sucl 
tions for all of us in the Mailing 

it is worth further discussion. You 
more from us about it 


In the meantime, if you have any experien 
ions on the subject, we'd very muc!l ik 


from you 


\L YW u~ WV, a \C 


promises XZ President 


ing point 


happens we re-pitch ou NAMES UNLIMITED, INC. 


y ing M.R. perhaps » ould 352 Fourth Avenue, N. Y.10,N.Y. MUrray Hill 6-2454 
make profitable use of it Charter Member National Council of Mailing List Brokers 


OUR 27th YEAR IN THE LIST FIELD 
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ADVERTISING 
and 


SALES PROMOTION 
for 34 Years 


DIRECT 


Planning 
Writing 
Production 


470 ATLANTIC AVENUB 
BOSTON 
225 PARK AVENUE 
NEW YORK 
109 CHURCH STRERT 
NEW HAVEN 














speed wi 


savings 


vith ADDRESSING 
» MULTIPLEX 


carbon interleaved mail address labels 


\ 


on multiple shipments of where dupli 
cate addressing is required MULTI 
PLEX saves time, effort in addressing 


interested in increasing addressing 
efficiency and cutting costs? Send for 
MULTIPLEX folder and samples. No 
obligation 





Visit BOOTH #51 


AT DMAA CONVENTION 


for demonstration of MULTIPLEX LABELS 











allen hollander co., inc. 
Dept. &-6 385 GERARD AVE. NEW YORK 5! 
MOTT HAVEN 5-1818 








NEARLY 10 BILLION HOURS of de- 
time was saved during the first 

of the Post Office Department 
experiment of sending first class mail 
via air on a space-available basis. Hun- 
dreds of millior of letter reached 
their destination an average of 11‘ 
hours sooner than if they had traveled 
by urface routes. These figures are 
Uncle 
Sam's Best Buy, published by the Ai: 
Transport Assn. of America, 1107 16th 
St N. W Washington 6, D. C. Pur 


pose of the booklet is to point out how 


reported in a _ booklet titled 


cheduled airlines erve commerce 


defens« et The section on Postal 
cheduled airlines carried 


1,397,547,000 letters in 1954 


pervice say 


eee 
HOW TO BECOME AN UTTER 
FAILURE is the title of a little humorou 
booklet produced by The Jefferson 
Co., Inc. (art for industry), 424 Madi 
on Ave., New York 17, N. Y. Its in 
Numerou 


troduction explains that 


hooks have been which 


published 
point out ways to become a success 
But there has long been a need for 
a book on how to become a failure 
We hope this little volume will do a 
modest bit in helping to meet this ser- 
ious need Cartoon comparisons of 
two characters called Glamorous Gus 
and Gloomy Gideon leave you with 
the moral The more responsibility 
you give out, the more you'll be able 
to take on. And the more you take on 
the more uccessful youll be 
_ 


eee 


POSTMARK “ARTWORK” is the 
basis of a clever ad series prepared 
by Gray & Roger 12 S. 12th St 
Philadelphia 7, Pa., for Grit, the na 


1 


tional weekly reaching 3% million 


readers in small towns. The campaign 
is built around authentic reproductions 
of cancelled postmarks from small 
town picked to tie in with copy 
theme. Each ad in the series will fea 
ture a collection of postmarks with 
names representing either ad agencies 
brand name and products, slogans, 


et Gray & Rogers wrote to local 


postmasters in selected towns asking 
them to send imprints of their can 

cellations. Catching the attention of ad 
agencies, the first ad launched last 
month featured postmark cancellation 

from Ayer (Wasl Thompson ( Mich.) 
Compton (Ark Burnett (Minn.) and 


1jotion 


eee 


THE LINEN SUPPLY ASSN. OF 
AMERICA, 22 W. Monroe St., Cl 
3, Ill., is doing an outstanding 
booklets, folders and other du 
to promote the many facet 
réntal service. An aggressive 
to help 1,070 members sell 
ices (amid rising competition) reaches 
dentists, doctor restaurants, hotel 
motels, factori« and other user of 
linen supplies. A thorough Progress 
Report (published in May howed 
the advertising and sale promotion 
committees rate direct 
the overall program 
limited barrage of promotior 


is made available 


them sell on the 


“THINGS MOVE INSIDE!” 
the corner card on a mi 
ope from WRCA 
Broadcasting Co Ne 
tained a small 4°x5%4 
a letter to WRCA 
Stevens from Pepsi Cola Co 
ing WRCA 


pot plan. The miniature fort 


ales manager George 


Chain Lightning 


swell idea for using testimon 


START FROM SCRATCH 
I a new book iet all ibout DOOK 
matches, published the Maryland 
Match Co., 1100 S. Eutaw St., Balti 


more 30, Md It tel at 


LET'S 


advertising and distrit 
giving informatior 

sizes, et The book 
primer tor anyo LOOK INE 
to integrate 

vertising campaign. Yo 
writing to Maryland 


above addre 


eee 


CREATIVE MAILING SERVICE, INC., 
1460 N. Main St.. Freeport, N. Y., ha i 
new monthly newsletter called Crea- 
tive Life (winning title 
test among employee 
a total of 254 name 


pager gives Creative 


THE REPORTER OF DIRECT MAIL ADVERTISING 


Air Express. Very convi 


informative 



















































































orter ‘ DIRECT MAIL Advertising's List G1223 
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6,033 active subscribers. Subscription rate $6.00 per year. 
5,675 are in the United States ) available 


























358 are in Canada and foreign countries) separately 
All addresses include names of individuals (mostly executives) 12 July 1955 
in the following types of companies: onnene 
27.09% Manufacturers 5.94 Wholesalers On Elliott 
14.1% Printers & Lettersnops 4.8% Retailers Stencils 
10.3% Schools, Clubs, etc. 3.2% Insurance Companies ncaa 
9.8% Advertising agencies 2.9% Financial (Banks, etc.) 90% Men 
7.0% Mail-Order Companies 1.9% Business Services (Can't Select) 
7.0% Publishers 6.1% Miscellaneous _—-— 
ed by 


Arrang 
States (No Charge 
for Selection) 


About 3354 are members of the DMAA. 
Meilings to compiled and selected customer lists are the 
principal source of names of new subscribers. 


RATE: $20.00 PER yf STENCIL ADDRESSED —_a 
Also available: 7,000 1948-54 Expires addressed @ $15.00 per yf Subscriber 
7,000 Prospects addressed @ $15.00 per yf Addresses 
Ship empty envelopes (which will be returned for mailing) Corrected 12 
Times a Year 


to: The Reporter of DIRECT MAIL Advertising 
224, Seventa Street 
Garden City, New York 


Reporter of DIRECT 
MAIL Advertising 
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Forbes Busing a Sen DEPT.: When 
365 Cannes Vice letter hop at 
Shkeepsie, Ny om 


firm 


1 St, Po 
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ADDRESSING 
MACHINES 


offer you the only competition 


you can find in the Addressing 


Machine industry. 


yellow telephone 


or write to The 


M ac h rine 


Consult 


hook 
Addressing 
127 Albany St., Cambridge, 39, 


Mass. 


yout 
Elliott 


Co. 












here's a tip from the 


experts to profit by... 


Many of the country's most success 
ask us for our 
before making up 


ful ma:lers (large and small 
q 


list recommendations 


their test schedules. They know from expe 
rience that we can help them obtain the 
most responsive lists for their direct mail 
olfers 


This same service is yours FREE for 
the asking Simply return the coupon below 
and we will send you complete details about 
the lists which we believe will bring you the 
best results 


CHARTER mimete 


National Council of 
Mailing List Brokers 


PHONE 
ORegon 7.4747 


Fert eee ee eee e222 G22S888888882954 
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witts MADDERN, inc : 
215 Fourth Avenue, New York 3, N.Y . 
deteils ehewt mere ' 

diet mell of mail 

' 

' 

tems ' 
Compony ; 
Otte. s ' 
Address 4 
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_— 


social notes, sports items and other in 


about the mailing service 


feature of 


formation 


activities. A main 


eat h is- 


sue is a series called “Me and My 
Job", by-lined by a different employee 
each month 


eee 


CARL G. VIENOT, INC., (advertising 


and sales promotion) has moved into 
new offices on the third floor of 470 
Stuart St Boston. The organization 
is in ite 25th year of service to Ns 

England busine: President Car! 


Vienot i well 


dent of As 


Anown a 


Mail 


past presi- 


Advertising 


ociated 


Agencies, past national director of Mail 
Advertising Service Assn. and a for 
mer instructor in mail selling at Bos 
ton University. His many New Eng 
land friends wish him well in his new 


he adquar ters 


NORMAN STROUSE, as you probably 


read in the papers, has become the 
new president of J. Walter Thompson 
Company, succeeding Stanley Resor 
who became chairman of the board 
Those who attended the DMAA con 
vention in Detroit will remember Nor- 
man Strouse for the fine presentation 
he made of the Ford direct mail pr« 
gram. It was about the first time in 
history that a top agency man had 
gone to bat for direct mail. So with 
Strouse at the helm, JWT can be ex 
pected to make further contribution 
to direct mail techniques 


eee 


“WHODUNIT?” asked the title of 


an interesting little booklet mailed to 
graphic arts and advertising executives 
last month by Air Express, 219 E. 42nd 
St.. New York 17, N. Y. It was a cap- 
sule commentary on notable achieve 


ments in graphic art explaining 
made the 


the 


who discovered who 
first 


first 


paper 
halftone plate, who invented 
The booklet 
Wilbur Wright in 


achievements line-up 


offset press, et also 


placed Orville and 


the graphi arts 


to point up the fact that graphi 


arts people depend upon the airplane 
(Air Express) for fast, economical 
shipping of electros, mats, proofs, art- 
work, etc. Whodunit? wound up by 


listing eight advantages of shipping by 


THE REPORTER OF DIRECT 


Air Express. Very convincing 
informative 
— 
eee 
STORM WARNING: D W. ©: 
Son Inc electric generating 
ment), Minneapolis 14, Minr 
eye peeled on the weathe 
ales. They recent! ent a letter 
ill of their major East Coast 
nutor isking the t ple r 
ipate the su ftermath of h 
ny ordering in 1a nee } t 
emergen ene tir eq pment 
i 
5 
uN, ii! ap 











and above usual quota To drama- 
tize the fact that hurricane Brenda 
Connie Diane Edith, Flora, et al 
might soon be on the way, Onan also 
sent distribtuor a ma plasti 
weather forecaster. An illustrated re 
production of the forecaster was also 
attached to the letter. We doubt if the 
Boy Scout could Be Prepared 
much better 
eee 

SPEAKING OF BOY SCOUTS zives 
us a perfect opportunity to jump to an 
item about Girl Scouts. The American 
Girl magazine, published I Gu 


Scouts of the U.S.A. (155 E 
New York 17 N Y.) recently mailed 


Mth St 


an advertising promotion folde 
think i tops Nothir fan but t 
really strike home. Cover ha 1 sin 
ple drawing rf oul rit no 
longer a child not et a vomal i 
tween vith rhe 1line inderneat 
What'll She Think of Next A nal 
row strip of paper pulled through a 
die-cut slit contained the girl iried 
thought I'm hungr Need new 
dre for the part Why doesn't 
Tommy call? Wonder what in 
the refrigerator? Time for anothet 
permanent, et Copy i le dot " 
good job of profilir the Americar 
Girl personalit rx t put that 
the magazine of the me name her 


confidant 
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new envelopes with 














LETTERS WE LIKE DEPT.: 














SUPERIOR art is composed of 


interesting shapes ond areas. We follow 


this principal in the designing 


of our envelopes; smart 


Shapes and areas cre por of 


all our sketches. Our Art Department 


. 
mae a 


will be happy to prepore a sketch 


for you, one that we ore sure 


will enhance your next mailing 


J. W. CLEMENT CoO., 


upples 


envelope co., ine. 


360 Furman Street + Brooklyn 1. New York 


TRiangle 5.6285 





Offices in Boston, Washington & Philadelphia 











Mail 
Des | - . 











new envelopes with 


FEEL APPEAL 





The COLUMBIA 
peapetartegus 


new envelope with an exciting 


in a full 


New Embosso Tone 


gator-skin feel embossed 
range of tints 
process originated by Columbia 
makes texture and color work together 
in an effective way never achieved 
before! Your direct mail prospects sit 


vp and take notice 


The COLUMBIA 
RIBTONE 


Also a product of the new Emboso- 
Tone process designed for dignity 
that wins attention. Choice of full color 
range highlighted on embossed 


rib design 





new envelopes with 


COLOR COME-ON! 


ey = 


The COLUMBIA 
IMPULSE 


Color Envelopes 


Vibrantly different colors are the 
attention winning results of extensive 
sales motivation study. You'll feel their 
power over the impulse buyer in 
everyone. A sure tonic for a tough 


mailing list 
Complete creative and printing serv- 


ice ond quick delivery on envelopes 
of all sizes, colors, textures, and styles 


TTT ea A 


fer samples 


ter free new 


envelope guide 








‘ 
H COLUMBIA ENVELOPE CO. ' 
; 7019 N. Hewtherne +t Melrose Pork, it! ‘ 
; Please vend me . 

‘ 
; [) tree sample Gatortone, Ribtone, and ‘ 
; Impulse Color envelopes ; 
; [ he new | ndbva Envelope Buyers Guide 4 
‘ ‘ 

‘ 
+ Name ; 
‘ ‘ 
‘ ‘ 
‘ ' ‘ 
‘ ‘ 
‘ ‘ 
’ Addie , 
; ‘ 
‘ ‘ 
’ City lone State : 
‘ 
ee eee eee eee eee eee eee eee eee eee eee eeeeee 








‘ 


grt hotes 


iscussion of tec} 
nical detali make a fine promotion 
package. Write to Clement at 8 Lord 


St Buffal: N. Y. and ask them to 


eee 


GEO. H. DAVIS CO., engraved sta 
316 Chicago Ave 
Minn., is another firm 


tionery producer at 


Minneapolis 15 
to develop a line of engraved greeting 


for public relations use. Their new 


catalog of samples contains cards for 


ail occasion Congratulation Birth 
day greeting Gilt giving, Announce 
ments, et They'll send a catalog to 
anyone who interested 


PERSON TO PERSON DEPT.: The 
Shote Note on page 13 of the May °55 


Reporter (about handling publicity re- 


leases) brought another side-light worth 
considering. Reader Irving Seiden, vice 
president of Mercury Service Systems, 
In 161 4th Ave New York 16, N. Y 
dropped u a line iyving that local 
news release receive the best hand 
ing when sent by special messenger 
rather than | mail. Mercury, one of 
he country irgest delivery services 
as proved that news material of im 
mortance sent to local papers and 

iwazine yet much greater respect 
from editors when it arrives via mes 


ener ei) ourse the cost i vreater 


too but sometimes worth it. In 

cidental Mercury has just published 
a revised edition of their Mercury 
Avenue Guide to Manhattan, giving 


street number locations for the 


city. Mr 


if veu write to him 


entire 


Seiden will send you a copy 


ove 


WHICH TWIN HAS THE AUTOPEN? 


Quite a few ettershops around the 


country are now elling Autopen sery 


ice (mechanica ignature signing 


along with automatically typed let 
service for The 
1010 Arch 


Connelly 


ter To sell the new 
Connelly 


St Philade phia 7, Pa r_A 


ends out a sma 


Organization, In« 


folder and an auto- 


matically typed etter signed 
twice with the same name. The letter 
says This automatically typed letter 
was handsigned twice once in the 
customary way with pen in my hand 
and once with the same pen operated 
4 


mecnar 

ne Can 

ou have i 
vant gned 
nk ask 





























AN 8 x 8 HALFTONE of a 
houetted IBN executive t ewriter 


produced a rea cf ec 





mailing fror American Ma Adve 
tising, 610 Ne t Boston 15 
Ma Inserted i i die it t the 
toy ot the t ‘ te ‘ « ’ 
1! x 7 ss | ictior I ette 
beginning From the tvpewrite! st 
American Ma Advertisir ome 
the most effective ind eve ippealing 
ale etters | duce Ne En 
Rest of the ette t t AMA 
mal etter ‘ ‘ t , 4 ' ' ' 
va The photo ' ’ ette fer 
mat wive a reaiisti prese tat { 
quality letter el ce 

— 

eee 


PITTSBURGH QUOTE, new publ 
Herbrick & Held 
Printing Co., 117 Wolfendale St., Pitt 


33. Pa loe mastertu yt rf 


cation created by 


burg! 


capturing the ndustrial mite me 


tural progre { the te« Cit It 
heautifully§ cde ‘ ~ x 1 k 
lustrated with histor phot nd 
artwork, offset in fou ol It 

be distributed quarter t istomer 
and other friends of the print 

pany. The idea for the iwazine 
originated § by Albert ( Held te 
president f Hert k & Held } 
loved Pittsburgh and its people all |! 
ife. He thought the le and dec 

f the « eade e re led 
iv " pecia 7 at g ¢) ‘ , 


THE REPORTER OF DIRECT MAIL ADVERTISING 

























Albert C. Held ild really ignations for Parcel Post, Air Mai 
of Pitts- special Delivery and First Class Des s 


burgh Quote ts truly the magazine ignations not applying to the mailing { wy \ 
yf Pittsburg! t é 1 institu are easily removed before attaching the : 
, oo 
tior label. Size of the new iabel is 4 Cl / d} 
x 6", printed in red and blue on whit \| ! ’ 
— — 
eee gummed paper and imprinted wit os pore 
n 


$a 
n lame d addr« ite > 
MENU MAILINGS ike simple ompany name and add: W t % 
ad +s onal } a. ae 
\ 


Oo} e, 155 W \ 
Vet M | ta ant imply eee 

. rage laces secgince POP-UP BUSINESS CARDS are a 
x F —— me new item «de veloped by Novo Card 


Publishers 1166 N Milwaukee Ave 


Hundreds of ite the big 11 6 . 
x I Chicago 22, Il Called Action cara 
eree ih : — their format is a small folder, printed a 


in color with stock designs and head 
_ nes suitable for a wide range of busi 
re nesse When opened, the folder-type | | 
A COMPLETE FILE of ect mai ard produces a die-cut pop-up (hand * 
C ee I bee! ed by Curtin cocktail gla veicome mat menu, 
& Pease. Ir 1814-16 Jefferson Ave et to tie in with selling headlin« r Aiton o tenet { D 
Toledo 2. Ohic ey ed to answet They can be imprinted with your Mail Put a Square Puzzle or a 
it direct mail name and addre both on front and Puzzle ' itg g ma Pas 
P , file al nside Write to president Willian nating and y 3 6 ncn 
& »f questions about crea Harris for a sample kit and price dunes 
fa ithe _— GLAD TO SEND YOU SAMPLES 
vulti eee NO CHARGE OR OBLIGATION 


sane digsane a oh BOOKS AND BANKS: Here is a se! , ; 
mple let ‘ccessful let ing wrinkle we haven't heard about | [| Franklin C. Wertheim 


le ette u rhe iutomatK 


intil now The Long Island ru DIRE 1 VAII CON ULTANT 
Company is using direct mail to stimu 
\ 179-15 Jamaica Avenue 


ite new savings account a premi 


im, the bank is offering a choice of JAMAICA 32, N.Y 
either of two top-selling book The Man With The Modest Fes 


free to those who open a new aving 











es le) miei mam 
GOOD GRIEF! A manufacturer in ORDER CUSTOMERS IN 
mall Michigan town received on is VOLUME FROM 


quir about a paper baler. You should 


Nave een the inswer'! Attached to a 





ery brief etter quoting price ind 
terms Wid is x 6 printed lip 
containing an ilustration which must 
have been originally printed back in 
‘ , . 
the 1890 At first we thought it Nit 
‘ } ecel 
i joke but it is evidently seriou 
the ‘ ‘ ‘ Eacl 
Sine 
‘ ‘ r 
f Rt ti —_ 
j ; 1 ¢ r eee 


ir attempt to ' ect mak oO NEW LETTER BOOKLET: On the way 
tne : : yut to the University of Ilinoi thi 
edia He tall m tM reporter stopped off in Evansville 


_ uw th presenta ee Ralph Curtis and Alan Brentano at 


eee Keller-Crescent Company. Was very 
ad YY ‘ ip with : eM }2-page 
Rusn Enpressee Pest i MAIL ORDER LIST SERVICE 
eee i'2” x 8” booklet which is being M Now boas 2! Meat 
1 offered for distributior NEW MAIL OROER CUSTOMERS IN VOLUME 





A NEW “FOURWAY" MAILING ndicated an 
LABEL | heen int luce the A to secretarie Title is intriguing—How 
I ; ras to be a Good “Girl Friday” on a Blue 

he fou Blue Monday! Subhead emphasizes it LETTERS WITH THAT FOLKSY TOUCH 





le Nave ert! t | ‘ ted le Continued oF page A 


15 “Chat Fellow Bott’’s 


Leo P. Bett, Jr, 64 E. Jeckson, Chicago 
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iblic Relations Propet handling and processing of effective after insurance or registry 
lertaken an e@Xx mail today is a big and important has been indicated is the statement, 





ont on — Oe ene Danan ama  tlerae ‘VY... wieh the refurn receipt. of 








POSTMASTERS WORK FOR 
BETTER PUBLIC RELATIONS 


Here's What Your Postmasters Are 


Doing To Provide Better PR—And Service 
by Ralph P. (Buddy) Mayo 


livector of Public Relations 


Vational Association of Postmaster 


Ours is the World's largest busi @ kv the Federal Bureau of lnvestiga The receipts of the Post Othee Dr 
ness a collecting, sorting, transpor snags 1 ~— ys ind the 1040's we give partment are the biggest in history 
ting and delivery business handling ies , - and we believe the methods in hand 
more than 175 million pieces of mail @ What would happen to the revenues ling the mail are the best in history 

if every Post Office didn’t have income 
every day The 23 billion stamps son Maoh available on Jenuary first to The mail is getting in and going out 
sold each year would ene ompass the April fifteenth? faster than ever before 
world 14 times @ Widows and children are certified in The Department is putting more 

In addition to handling more mail January and July for continued pension emphasis these days on using all 
than all other countries combined benehts kinds of trar sportation to carry the 
the postal service renders its citizens @ The Post Ofhee Department operates the mails the fastest way possible. There 
the most widespread and varied sery biggest saving — - alg age ey are many accomplishments that have 
we of any other governmental agency ean 7 a rhe bi “. sail pot vagy Cocesc taken place during the past two years 
Postmasters are the resident repre leak { ore ive. and thev are. but the lit which many of us know and ap 
sentatives of your government in over tle people in the little places, using th preciate as good steps. One of these 
9.000 communities. The rural car money order and parcel post services steps is the decentralization of post 
rier touches every rural home daily make them possible and big olhcee management so that every time 
if his services are needed @ The Post Othe aggre is the the postmaster turns around he 

overnument agency which deals most 


When our government wants an in doesn't have to ask Washington 
y with every American citizen 


dividual nation-wide dissemination of Those of you who have exp rienced 


information or material such as ap business with the post olhce in the 


Livery day the Postmaster General 


plications formes registrations ad his manapement team are af past flew months, have seen how this 
blanks for FREI apparently the tempting new methods, which will common sense step alone gives us 
Postmaster General's number is the Letne oft Aseericnns o hatter and more time in dealing with your prob 


only one in the directory. For in more eficient mail service, Thet was lems and helping to improve the mail 


stance Washington's wish to bring the service in your area 

e r ‘ i | shat ; Arne rican people into ¢ loser tour h by The National A ssn iation of Post 
i ried ores isk Tha reiati 

ef deceased servicemen be located means olf a well-run postal service masters has taken a most progressive 

7 I hee Hk usin Administration iok that 

former tenant be ftound 

— I he Treasury pressures the ile of 

Savin Stamps and Documentary “tamp Reporter's Note: Buddy Mayo was invited 


to be the featured specker at the Annual 
— The Department of the Interior de 
pend spon the post offies to sell bird 


Convention of the Envelope Manufacturers 


Association of America at the Belleview 


hunting stamps Biltmore Hotel in Belleair, Clearwater, Flo 
— I he Vetera Administration sake rida on April 21, 1955. Buddy is Director of 
that we deliver tlags tor veterans tuneral Public Relations of the National Association 
. I he r i} Service requests that we of Postmasters and Postmaster at Un versity 
upply blanks and information on every of Richmond, Virginia. He made a hit, as 
ocation trom lens grinders to linguists vsval. We are giving you just some of the 
@ tharitabl organizations ask that highlights. Read this report carefully and if 





ou feel like helpin n developing this con 
money be received and transmitted for y _— Ny: 


Heart Polio” and “Cancer 

@ We count doves for the Agriculture 
Department 

@ wW: newer imquiries trom Selective 
Service 

a We give appl units blanks for alive 


registrations and their changes of addres 


structive prograr visit with your local 


Postmaster 


Harry Porter (left) Cheirman ef DMAA 


Liaison Committee and Buddy Mayo fratern- 





izing under Florida sun at Envelope Manvu- 


facturers Association Convention 





for the “tate Department 
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ed. He found it reduced his out ttee of DMAA NAPLS il 


— standing receivahies aneweriahly. and a ee aes . 

















step it creating i Public Relations 


Progran We have undertaken an ex 
tensive program and it ts one which 
we feel will pay good dividends 

Ph program 1s active ind we plan 
i follow throug! whieving re 
sults. 


Postmasters are the Post Office De 
partment pubil re ns mer i! 
their own area, and e should make 
certain the story of the Post Othes 
Department's problems, policies and 


programs 18 told to the people in our 


communities so they can better us« 
thie postal service their post tie 
provides 

During the sixteer ears | have 


been post iste! never belore have 
1 seen such efforts being made by 
postmasters throughout the land in 
urying forward the program of 
better postal service. Here are a few 


examples 


Postmaster Ed Bah Detroit found 
that 65 per cent iu t il wa 
hitting | off ind 9 PLM 
He Anew that it | that i ould 
have been in at noe i ts way 
Enlisting the helj ' ; ' 

i ’ ! ha 
luced the ¢ 4" L | 
ina t i 

In i | ! 

or ation i I te 
how the iva i il 
proper prepara : Sf ‘ 
ervices available t i iti ol 
the part of post 
which u 
pe il rvi 

{, i i i 

lent { I I’ it Guid 
a iat mula | i ! 
i ! ta 
additional | I 

il 

P - K 
Wi ! 1 i 
yuld " ir 
thousa i I ul 

i ! If tl i hal i i 
horter i i ha 

n po | 

int ‘ !’ { ima 
! i i | l ( i 

il Ra ( tiler 
n that cit I} I 
t il lepa 
j tr xact and i t ition yf 
the postal service } ht be used 
econ i i il 
ist! i , i ta 
| yees tra 
and ' tu i | ! holial 
i we t ! 

\ i liar ther fj t 
{ when j 7 f th 
printer k i s hail 
illion i | 
“on rat I 
Another ‘ | 
fa pe ' } 

I ister | \ \ 
(Chica i 
lea t r i 
pired her nm se ! 
, name f oh . | 
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ter than 


Proper handling and processing of 
is a big and important 


Many 


umounts of money can be saved by 


mail today 
business hours and large 
the mailing departments thoroughly 


informed on postal matters. 


We believe a program using pos 


tal employees trained in their speci 


ilized industry, can help eliminate un 
desirable circumstances and improve 

ail service for our nation’s indus 
fortunate that the 


local vocational and adult 


tries It is very 
schools 
ire assisting us in administering the 
course The results we have seen 


have exceeded all expectations 


Qur objective is to inform mailing 
department supervisors in industry 
if the current post il regulations and 
facilities. We have incorporated into 
the course the basi pring iples of ob 
taining maximum service and the 
best advantageous method of mailing 
it the most economical postage rates 
\lso, we teach the proper procedure 
in packing Wrapping and prepara 
tion for mailing various classes of 


mail 


We should take full advantage of 
the desire on the part ot our patrons 
to cooperate with the postal service, 
by inaugurating a program to elim 
inate or to materially reduce the 
yreat amount of incorrectly address 


t d iil ul 


venture which 


Such success is a 
requires salesmanship, and it will 
save the Post Office Department man 
hours spent in unnecessary and un 
productive handling of mail in ex 


pediting its delivery 


You envelope manufacturers have 
n excellent: opportunity of encour 
to include the 


ving your buvers, 


printing of “Form 3547 Requested 

on their next envelope purchase. This 
plan will keep their mailing list clean 
nd, in turn, your customers will re 
ceive a greater return on their mail 
ings. If their returns are high, thei 
interest will grow stronger in direct 
mail and there will be more envelopes 


pure hase d 


A Selling Program For 
Profitable Services 


We believe if our window clerk« 


use the positive approach in asking 


“How 


mu h insurance please lo 


ich parcel post patron, it is far bet 
isking Do you want in 


, 


surance 


Another sentence which has proven 


KR, leo P. Bott, Jr, 64 E. Jockson, Chicoge 2 








effective after insurance or registry 
has been indicated is the statement, 
‘You wish the return receipt, of 
course,” as the clerk holds his pencil 
In position to add the fee to the total 
stamp charges. After one otlice 
started using this question, one re 


turn receipt was sold for every 2! 


registry accepted for mailing. 
Another question we are instruct 
ing our clerks to use is “Do you want 
your letter or parcel delivered to 
morrow morning?” If this should 
startle the patron, we suggest air 
mail special delivery, special hand 
ling, depending upon the nature of 
the mail and the distance it’ will 
travel. In one office during a period 


if a week, the window clerk increas 


ed his special delivery sales from on 
a day to fifteen a day. 
Many 


sale of stamp books by having clerks 


postmasters increase the 
at the window call attention to the 
cleanliness and convenience of hav 
iripe stamps betwee tl “ axed leave . 
which caused no sticking. This will 
increase the dollar sale in the oflice 
and reduce the number of window 


A clerk in a first class 


stamp 


transactions, 
othee 
books from 180 per month to more 
than 1200 


increased the sale of 


\ fourth class oflice in a resort 
revenue trom 
$50.00 per year to better than 
$1,000.00 by calling attention to the 


town increased its 


no change” package of stamps 


25-3 and 25-1 stamps selling ther 
to tourists lo his local customers 
his expression was, “Do you wish 
stamps or postal cards in change 


A second class ollice in a commun 
ity which had no industry but did 
have a large number of retail stores 
sold the use of 55 precancelled pet 
mits which helped local stores in 


crease their business considerably 


\ patron in one post othee became 


a more frequent mailer alter the 
clerk at the window proved to him a 
savings of $100.00 through the use 
of bulk rate postage rather than the 
third class 


Show a customer how he can save 


miscellaneous rate for 


money, improve his service and pel 
better 
tures 


results from postal expendi 
and he will develop into on 
of the post ofhice's best customers! 
The use of business reply envelop 
sugpvesting that one be included with 
each letter from which action is de 
sirable, is a good selling point. The 
credit and collection manager of a 
large industry began sending a reply 


envelope with each collection lever 





it reduced his 
cs ippreciably ine 
POSTCARDS and . oe i taster turnover 
I I ! inds Viavbe churc} 
ADVERTISING . | ype ae 


LITERATURE 

‘ iiler v nlormed th 

at BUDGET ee Bie cette take a ne 
PRICES 


widress earive 
ct sacks, thu 
redistributs 

weekly price 
rin this tow 
il, he could 
pul ibbreviating 
used the prost 


reduced the co 


inother 
! 
il delivery 


shipments 


ih day alter 
revenue was 
mailers relused 


practically elimin 


committee has 


third clas iil 


Drive your thse ib caiekae 


Selling Story | iv!" compnn® Product 
Aut, SEE ey 


preparing F the itler 


ind at the sugges tion of P 
he nailed then Ni 
‘, special Riegeln 
letter at of do 
the entire mati 
dispatch, and that 


with power-packed 
direct mail advertising 


important to the 


postmaster 


third class 


ty - ; he metr politan center 
FA mee i cal retaiiers that 
6-2547 lage ors Pale ng Ps. pt 


this o ‘ 
clig 5 od is * were utilizing 


r letterhead hors . we to the best advar 


(hun! Mn” 


254 WEST 54th STREET 
NEW YORK 19, N. Y et sking with a liaison cor 


FOR RESULTS—CALL AHREND 


retailers beg 
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CHICAGO'S DIRECT MAIL DAY 
HITS A NEW HIGH 









Brief report includes two case histories . . . 
Rust-Oleum's Partners in Profit ... U. S. Gypsum's Research Village 




















Day 
27th 






Mail 
May 


Chi ago Direct 
House 


’ 
wou 


Palmer 








was a 









Couldn't have been better. Smooth 


well-run, adequate facilities, top-notch 






speakers a hig enthusiastic attend 






ance 











If the day was a sample of what 
Chi ago committees plan for DMAA’s 
Annual Conference at The Merrison 

September ia ko 14 , you 
ire in for one of the best 3 days of 









convention you ve ever had. 





Phose responsible i see helow for 





complete committee) should win an 


Oscar particularly Bill Geidt of 







Inland Steel Company who cari 
| 





manned the deal and Allan Drey of WILLIAM E. GEIDT ALLAN DREY 
Walter Drey, Ine Chicago who put 
















General Chairmar Program Chairmar 
a very excellent program together 
Cine of the higgest crimes at these 
the meeting on time with more thar heginning of the next. Content of 
iffairs is late starts where pro 
P i handful to say “Good morning’ te pot-talks was Short Note style 
pram re ids pA Ml where thy ; ; \ r 
‘ short witeo a” ‘ 
spo aker shows hut the a idie nee vawns Another fe ature atte ndee « liked anh dane ‘ y i u , oy re 
ecemwesd 0 co asite ) ! 
in about 10:15. Soe [| think Early was what Alan Drey’s Committe al u y the num 
> vr of note-take 
Bird Coffee Klatches are going to be called “Dividends They were two ral oni 
come more popular. And popular it minute spot-talks between the main The three morning speeches were 
was at 8 A.V. on May 27th. But most features. There were two of them at excellent: Robert A. Fergusson pre 
important Bill Geidt was able to start the end of each maior talk and the ident of Rust-Oleum orporation I 






(;. Pomfret. director of advertising 





and public iflions | — (,ypsum 


SECOND ANNUAL DIRECT MAIL DAY IN CHICAGO COMMITTEES Company: and Bob Stone, National 


Research Bureau, Ine 





ot 






























general chairman Rylander ¢ 

UW ' C Code | . Steel Compa publicity Robert Fergusson. the young Rust 
program Gwynne DeCover (hairmar i! Oleum president poke from rough 
Ala 1) } tt . ' Walter Dre ad Warner Cory ; Je ad h ‘4 | note “o well give you his tall 
vee rs ~ ores p . 2 i es Mi, . a "i : : pins z 7 an ’ \ in outline form and tr ina pieture 
Robert Roderick. P ' . I os Ma | ‘ Ihe T+ ephone Ce the can puipgn hie talked about an 
wine @ W " J. MeK 1, Old Equit arrangements and speakers’ service imazing story of Partners In Pro 
Life Insurance Co. @ Ge e F. MeKies Robert C. Kraft, Chairman, Caldwell Ls fit 

, sr.. George F. Mek & Co Service @ Arthur & Met Ma 

se oe rn R : we , _. mer ¢ Ps rx / aM p We won't report here on luncheon 
ay Wicechaliine: Ginn, @ thane Game, Wiest pzeelgg + nar ew aaa tlre speaker George Cullinan, Alden’s 
Blt Basen, f et ue © le ae eo-eponconthip Chicago. Planning to give his realistiv 
rt Nal i) Research Bureau, It ° - & Pal ist, Chair I k 1) views pecial treatment in| our up 
Robert FF. B ‘ \ tt Lab lorie ent A ert Corp. @ J . i , coming September msue It's enough 
se Flory. Che Ha a ~~ all rr ; pnt a. “~ . to say now that he brought th 
Sa ‘ Ba ke . } \ p . on Direct @ Idan | Collis The Ch . hy house down received a standing 
Ma Advertising ¢ eK Rylander, The Advert gy Clul ovation 
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“PARTNERS IN PROFIT" 


An outline of Rust-Oleum’s Successful 


manufacturer-distributor campaign, originally 


described at Chicago Direct Mail Day 


by Robert A. Fergusson, 
p 


The product: Kust-Oleum is the only distributors: general supply, auto ply. Direet factor 

product line manufactured by Rust motive supply and spectalizing firm emphasized 

Oleum Corporation It is the register Most of these inde pe ndent distribu 

ed trade name of a special preserva tors have been in business many CAMPAIGN OBJECTIVES 
tive paint used to stop ind pre years, are well-known, and have ex 


1 the trade 
vent rust. Manufactured in a wide cellent reputations as recongnized To promote rad 


range of colors and grades, it has sources of quality products and sup Oleum as a famous 

countless industrial, automotive, home plies made by many manufacturers out the wide iriet 

ind other applications. Rust-Oleum’s kach manufacturer dealing with these rust preventive produ 
primary industrial use is for paint distributors can depend upon only a cle seinen ene 
maintenance and as a base coat for reasonable share of the distributors 

metal products. If you've ever had sales stall time. Ds veloping further in 2. To promote tii 

your cat epainted chances are it terest in the product is up to th To build up the ser 
was used as a re-touching undercoat manufactures of the local distril 

Chances are, too, it was used in build the advantages of cde 
ing your home Rust-Oleum has an over-all sales ee Racal Mateliates 


How it is sold: Rust-Oleum i« sold policy which promotes the distributor time fre 
nationally through three ty pes of as the low al logical source of sup other costs 
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volume 


3. To sell th. 


of Rust-Oleun direct from the 


irgest possible 


4. To promote and sell eoods o 


er ‘ ol (hie petitive 
anufacturer ha Rus 
leum ributo / help di 
fributors ‘ other wiucts fhe 


hanidte 


This unique fourtl hiective bi 
cane the most outstanding element 
! the ‘ inipaipg tthe ickbone ot 


the entire progra 
CAMPAIGN PLANNING 


Theme: With the othe: 


three obje 


tives as underlining points to le 
stressed, the actual the e was devel 
oped = tror the fourtl bpective It 
joined together Rust-Oleum, the dis 
tributors, and othe inufacturet 
They became Partners In Profit 

the campaigt hosen theme and 
title 


Frequency and continuity: The pr: 
gram was developed i i vear-t 
year Campaigt will us value 


tinuit 


iflacturers 


The plan: Leadi: 4 


were asked to cooperat i Partners 
In Profit by pr Rust-Oleun 
wilh a tine drawn ind ! rt cop 
on om of them products Rust 
Oleums pla wa t feature these 
ther product ! distribu 





14) enthusiasts inufacturers par 
their line 
d worked the 


ire billboards 





I tt pr ra I j butor 

1} ik let | tu produ 
ball is In ‘ int par 
ofa ¢ plete IZ ( Partners 
fi Vy fit | rti iutifull 
illustrating ind sa | hie w hole 
listrifut i 


CAMPAIGN ELEMENTS 


Format and frequency of mailings 


The Partners In Profit porttol 
sent t distributor veal the that 
th pal | four ad 
t utor-impt teal | birst i 
! sas a Ju I i {) ! Z 
{) | ™~ i wa 
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i Reply O type self-mailer, opening 
to a 9” x 12” broadside. The third 
iunother Jumbo letter: and the fourth 
self-mailer. The four 


reach distribu 


inother mail 
ings were planned to 
tors’ customers and prospects about 


three weeks apart 


Offer to distributors: Here was th: 
booklet of 


products, dis 


pay-off! From the fact 
ther manufacturers 
tributors could select any six product 
billboards they 


with 


wanted which 
Rust-Oleum's 
would be featured promuine ntly in the 
This meant the “Part 


vave distrib 


ilong appeal 


four mailings 
ners in Profit 
ubtors 


CaM pats mn 
mailings that 


promote not one hut 


cooperative 
helped them 
of their product lines! 

If a distributer couldn't find six 
ther products in the booklet which 
he handled, he had his choice of: 1) 
other 


shown in the 


wren 


Choosing any of the special 
Rust-Oleum 
booklet; or 2) Designating other pro 
ducts he handled to be featured in his 
do this 
Rust-Oleum a line drawing and cop 
of the booklet 
ind Rust-Oleum a special 


product billboard for his mailings at 


subjec ts 


mailings. To he simply sent 


pr wluct not in the 
made up 


omin il cost 


Addressed to distribu 
with all 


products shown in the 


Reply cards 


tors reply cards mailings 
listed all the 
ailing. Seven check boxes for prices 
ind more information helped distri 
Dbutors get leads for not one but 


even produc Is 


Additional pulling power: To help 


irqquirie - for dis 


ae ve lop evenh more 


tributors, the mailings also included 


i free offer for a sample can of Rust 


Oleum 


Sales support mailings: In additio: 


to regular mailings to customers and 


prospects distributors also got sale 


upper rt with a bonus series of four 


tilings to their own salesmen. De 


fore each regular mailing went out 


to customers and prospects, an ad 
ince sample of it was sent to sales 
en n the distributor's sales fores 

An illustrated pep-up letter was in 

cluded, telling these salesmen how 

to use the direct mail to their best 
ile wy intage 


Result log Also included with the 


impaign was a special log. given to 


distributors for checking and record 


ing results of each mailing. Reply 





Feature 


{ Chicago DM Day 





cards for each mating were keved 
When distributors received them, they 
recorded the key number on the log 
Thirty after the last 
Rust-Oleum asked distributors to mail 
other 


analy ft dl 


days mating 
the log to Rust-Oleum's hone 


so over-all results could be 


Handling: Another advantage for dis 
tributors was that Rust-Oleum did all 
the work. They handled all printing 
imprinting 


postage And too 


addressing, mailing and 
distributors could 
specify any starting date for the cam 


paign they wanted 


Sale _ 


Distributor requirements: \ 
( ampaign \greement in the port 
folio pointed out that there were only 
main requirements to quali 
a distributor as a “Partner In Pro 
fit One was that he had to be a 


distributor of all 


three 


factory-authorized 
products displayed in his mating 
Another was that he had to 


mailings. ‘The 


parties 
pate in all four third 


requirement cones rned 


Lists: |o be eligible for the 


the distributor had to have at least 


inpaign 


SO names on his mailing list Wher 
more than one individual was ad 
dressed in a= single company, each 


name counted as one mailing. Di 


tributors turned over one copy of 
their list to Rust-Oleum who i 


tated above did all iddressing 






CAMPAIGN COST 


Split costs: The cost of the campaign 
between «di 


Phi meant 


was split fifty -fifty 


tributors and Rust-Olk ul 



















Robert A. Fergusson 










































Hometown Supply Co. 


345 MAIN STREET, HOMETOWN, USA 


- 
- 7 * 
,’ We want you 


Ay to have this 


{FREE SAMPLE 
+ of RUST-OLEUM! 


oe ul h 
ec ueh Fey oon 
$2 | ‘. STOPS 


s 


aro 


tum 





-. Rt ST! at 


Are you already one of the thousands of Rust-Oleum users who are acquainted 
with all the advantages and benefits of Rust-Oleum on rusted metal? We have 
written to you, and our many other friends, About Rust-Oleum recently - and 

f you haven't told us about your rust problems, and sent for your samples, 

we hope you'll give us this opportunity to show what Rust-Oleum will do. 


Famous though it is because of its reputation to STOP RUST, other excellent 
Rust-Oleum product are often overlooked:- 

Have you tested fa-Etch - the special, safe, cleaning and etching solu- 
tion that, in one application, effectively cleans and removes oil, grease, 
and most stai:z from concrete floors? Around garages, machine shops, metal 


working plants, packing plante or other mills where floors become danger< 
and threaten safety, it does a perfect job of cleaning; it’: ife t ise, 
f i't allow us to tell the full story. If you'd like 
Quali led from green hide to mplete details, ask for the facts about Surfa-Etch. 
finished product, Al! sizes, weights — 
three famous brands — Research, Heart Have you tested irfa-Sele - the white, pignented primer-sealer for dam 
Oak, Spartan. Fill out enclosed card, walis and ceilings? Free of lead, it is non-Toxic, and excellent especially 





wme-free,. Snace ioesar 


t4iries, laundries, treweries, or any | lace moisture and lampness are a 
problem. If you'd Mke a sample and complete details, ask about Surfa-Sele! 
Don't pass up this opportunity to get the complete details about Rust-Oleum 
for rusted metal and about these other wonderful Rust-Oleum products. Al: 


lisplayed here are a few of our many other famous, nationally-known product: 
which we stock for prompt delivery on your needs. Our sales staff is care- 
fully trained and has the sincere desire to help you with your problems and 
needs, with skilled, efficient, interested service at all times. We're 
vontinually anxious to show you why it pays you to make us your headquar- 
ters for your supply needs. 






Just check off the proper data on the enclosed poatage-paid reply card, and 
TON JACKS drop it in the mail today. It's already addressed to ts and the postage is 
y lifting, pushing, and ped. 
pulliv , faster, easier, and at 
jower com with famous Duff-Norton 
Jacks. World's oldest and largest man- 


ufacturer of lifting jactis. Fill out card. 


C 


SKIL SAW 








Y GUNS 





Model 18 Heavy-Duty 

available with wide vati- © 

Other medels for sound 
Bumpdercostings, and la 








on famous Skil Saws, 
rinders, and Drills — the 
* quality name in tools. Fill out enclosed 
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Additional costs: Distributors also 





























blot prece . 











For Rust-Oleum: With a 


that distributors ost tor the four mversion in their campaign 

mailings (including four letter and distributors were able t ' rovide tl 4 cn o DM Day Feature 

sample mailings to salesmen) ran a ost tangilble results hei 

cording to the size of their list. at this showed that the matlings | illed Qleun from ooperating manu 
rate stantial inquiries ul parts of U facturers substantiated this. On all 
2 199 na : ountry. Some typical ent ints, manufacturers were delighted 
- teed — with the results 







very nol 


~~ | Ne ) , 
paid © postage ill reply card im TF 9 ible upswing in Rust-Oleum sales (in 
quiries they received, as well as thei | \ dicated by the sample return figures 
regular cost of Rust-Oleum samples we i shove increased attention focused 
which were 1U¢ per can. If distribu ’ 1 at 
tors wanted manutacturers products , the brand name. and increased ¢ 
not contained in the fact booklet dis More i nportant wa the fact that tention focused on the distributor 
played in their mailings, they paid the average inquiry -to-sal el Rust-Oleum’s objectives were not only 
a >Y.0U0 production charge for product rate was estimated at of) mph hed in tull but there 
engraving and typesetting for the spe » , . 
i cial bill} ard ‘ For cooperating manufacturers re many intangible added result 
fe The Partners In Profi ca 7 vell Partners In Profit) hit at 
SCOPE OF CAMPAIGN: stimulated sales for untles target smack in the middle of a sales 
ducts. While ete records wel , 
i ; sot : ( o wked triangle 
tO a Ee gia Jut of a kept in distributors’ campaign 
possible tots oO 40 CIs yultors su ; 
| ible tota I listributors, 2 bevy of test ona etter t It 1. tt sold and developed the product line 
645 ,) signed up tor the Partners 
In Profit uupaign as a result of 
the portioho presentalior Of the re . Se ee a 
maining 134, only 25. distributors : 
setae, Minis es, ciechane, “ie Specify by Company Name anv Number 
When the first results of the cam ll : ] ~ ‘ 1? 7 
paign started coming in, more signed fa a Py 
| 4 
up bringing the present total ol - J (ay, 
parti ipating distributors to 247 
4 ‘a 
Manufacturers participating: W ith gy, Gh o y 
more than 1U0 cooperating in the in 6 . 
j itial Cainpaipn there itt now 2 ) JOHNSTON VERTICAL PUMPS * & @ STee. TAPES LAMSON & SESSIONS COMPANT 
manutacturer Partners In Profit vg ee ntl : we wads with Le 
handing were Ke al . 1 is 
Numcr of pieces mailed: To ful i “or | Bots» ; ; 
hill list requirements of the 259 dis L _ all J ] 
tributors who joined th campaign ° MBER 64 " : = 
; from the start. Rust-Oleum handled a - a —- 
total of 107,481 names. Now, with a & >) ®}) A 
present total of 123,951 names, total . A ' 
mailings have reached almost a mil ‘ \ / 





CAMPAIGN RESULTS 
use they kept i 


ne iiriecs and sale s 





For distributors: Be: 
count I 





running 















like other mailings in the series, the 
Jumbo Reply-O letter (reduced at the left 
from original 10'2" x 13's” size) featured 
six product billboards of the distributors 
choice. With imprinted letterhead and 
reply cord, it sold not one—but seven 


products in the distributor's line 





The “Fact Booklet 
contained 14 pages of product billboards 


ovtling the campaign 






like the one at the right. Distributors 
had their choice of featuring any six 
products from more then 100 cooperot- 






ing monvufocturers represented in the 
booklet. Original size of product bill 
boards used in distributor mailing pieces 
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was 2'2" x 


Y ¢ 


LAUGHLIN CLEVIS 
oeas & KP HOOKS 


ange 
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LUFKIN PRECISION TOOLS 
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MARSH GAUGES 
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LUNE EMEIMER VALVES 








Mm GUAT MORRIS 


mrG COMPANY 
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end brand name Rust-Oleum 

2.  seld and developed the benefits 
advantages of doing business with the dis- 
tributor who sells Rust-Oleum 


ond 


3. Wt sold other products to develop unlimited 
goodwill important 
manufacturers 


among hundreds of 
whe, themselves, ore 


prime prospects for Rust-Oleum 


CONCLUSION 


remarks at Chi age 
what Mr 


In his ‘ losing 


Direct Mail Day 


he res 


Furgusson had to say about the cam 


Rust-Oleum'’s gen 


paign, and about 
eral attitude toward direct mail 


business has grown constant 


ise of direct mail years 


1 very important and 
vital part of our ads 
We have used Reply-O letters for 


irly 20 year found 


letter-like ippearance 


ertising 
ind we have 
that the 
ductive 


ind pre 


tricest success 


traceable 


We 
mall 
district 
fident 
be made in our 
Partners In P1 
campaigns 

Our 


salesmet 


that even 


results ment 


to us oO the important mart dire 


mail pli Heitations if 
makes in behalf of Rust-Oleum Corp 
d its distributors * 


iys 1 timely s« 


oration at 


HOW TO SELL TO 
AND THROUGH THE DEALER 





by B. G. Pomfret, 
{doertising A Publi ations 


U.S. Gypsum Co., Chicago, Il 


before the 


reduce the 


The big job 


advertising 

lime re 
quired for explanation, discussion 
and negotiation to have the 


sold the 


already largely 


buyer already nearly 


product or wervies’ 


explained the value already es 
tablished 

A manufacturer distributing 
through a dealer organization is fa 
ed with a double problem in making 
the selling job ea How to sell TO 
and THROUGH the dealer 
Direct mail advertising cannot be ex 
pected to do either of these 


but it can be the 


ser 


jobs 
alone pay off 
capitalize on the advertis 


punch to 


nig 
mail can be the 


done in media or, direct 


nain vehicle of pro 


motion, with other methods used t 


supplement it 
In helping salesmen sell to the deal 
has three 


er advertising important 


Iniormation Impre ssion 


job lo bn 


functions 
dome 
and one that 
for tts 


and Promotion The 


here in a big cone 
direct mail 


execution 


relies he avily on 
successful 
Information In order to capitaliz 


on all of your promotional plans (na 


product develop 
etc.) the 


tional adve rlising 


ments, changing prices 
kept constantly in 
formed on all your activities. A deal 


confident that he has 


dealer must le 


er whe fe Is 
the full 


naturally going to 


story on your activities 


prefer your lin 


to one on which he feels unsure and 


How 


U. § 


direct mail helped promote 


Gypsum’s Research Village 


uninformed Trade and 
other vehicles of information can do 
an important part of the job. But the 
major share of the work needs the 


flexibility of direct 


magazines 


ind timing maul 


Impression This might be defined 
is the task of kee ping the dealer loyal 
thoroughly in 


lo your company 


pressed that he is representing the 


right company in your industry. This 


too, can be accon plished with more 


than one media But direct mail of 
fers the 


here It may ie i 


perfect range of approaches 
simple letter ex 
plaining a new policy or an elaborat: 
institutional book on 


It may be a 


your compan 


reprint of an id already 


directed to hin it itr ale mavazitie 


message that elabot 


coupled with i 
ites on your original story 
Prornotion Probably the g 
that can be 
manufacturer's ady 
is to fail to promote it to the deales 


cringe perpetrated 


ertising | ourTra 
everything of i may nature 
that . dome to 
throu hi r 


ted to the 


promote product 
dealer should be pror 
dealer. An ad in a 

well round | 


stuirnet mavazine i 


idvertising program on a product, a 
big story in public ity all of 
should be packaged with all the facts 


iddressed, stampr d and mailed to the 


these 


B. G. Pomfret 
B. G 


publi ations 


Pomfret 


direction of l 


aqdvertisu 


sum Company, actually had twe 


wrapped into one presentatior 


ave an eight pout outline of facte 
which must he considered in order 

develop a well halanced advertisu 
Well save that part of hi 


for a later issue 


program 


talk 


The hal} 
plained hou direc f 
help promote | St 


succe ssiul “Re search ] 


othe r 


lage 
thir 


year 


one of the bhievest 


the building industry in 
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dealer This is the wavy to gain that 











intangible dealer enthusiasm that re 







Home 


sults in your brand being pushed 






rather than a cor petitors It's prob al 
make sure that 


race 
a major vdvertisir o ¢ xpenditure pays 1955 Pa ad 


‘ if whe ré the final sal sm vce of Promotion 






ibly the only way to 










. Chapter ' 
The job at | S. Gypsur sto help ’ 


ibout SOO salesmen who have to s« 






i complex line of building materials 
to almost 30.000 dealers. At the sam 


time there are thousands of builders 







contractors and architects to be con 






tacted, and usually a good portion of 





the day is lost adrivit from one 







heient 





To nfiorm mipre ind promot 













our products and thre compat . t« 
dealers we rel trade magazi 
idvertising ind direct mail Dire ! 






ul is | Th 
sistentiv § te wcomplist these ob} 


tives. In the first four months of th 










ear. we reached a ! ur dealers 
| direct mail at least eight tin 

with some being ntacted LO or 12 
times. The subjects included an at 






nouncement hbroadsi ‘ 








program nationa il will reprint 







matiers ind) reprint { track Th 





with a follow up letter 








Over two years ago we began plat 
ning | nited States (G psut Re searct 
Village The plar sa lo create s1 


homes. each ine rporatir new think 








ing in residential de aie d use 






building materials. Six f the cour 
tr\ 
thre 






top 









me 
iz | 

| * “ew 
ee pe é 


w8e mance 


. 


= 










trons progratr that w id equatl ber 
efit the National Association f Home 
Builders the arcl tectura prolessior ~~. 












United States 





ind 












u $.G sums 1955 Parade of Promotion bangin home the importance of Research 
yP gg Pp 









included feature spreads in these company 





Village” to the building industry and consumers 












published magozines reaching millions 
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ss A od a 


United States Gypsum Company's “Research Village” 





I he house ‘ comp ‘ ! ee j for ellection o re have seer 
fall uw Barrington Illini role ! eadership and May 


ir o ( yal ‘ r | . used to 


graph was completed pust be \ , 
reave ly \pril of thi . whee tens were Comprete he I ( . ocal publicity 


ihe er lealer me important builder 


mayor eloorie ipepe red ! he ' 
Homes and Garden fmerican Home uine na re 7 trade magazine in the Chicags 
WVeCalls House and Garden, Hou ‘ print } the promo ceived a ¢ 
Beautiful wna f 0“ oul or ( ir p hitting with a « 
Homemaker rt Ghee er " rie cle er ! ‘ mportance ‘ the significance fesearch 
\ letter to the local hor wuilding 
This special pror 
irea wis ¢ bh 


vubolic relations 
| 


in 


In aclelition Remme ‘ ey “ dt e é onstruction ane Research 


covered i ’ O ! re ‘ ! ‘ is pe of pro imple of 


Popular Home, distributed co perate rrvcotie ' ine ‘ esult iv mn i multituce 
ly through urban dealet with a ecu el ece nee d sale of the tunities iz 
culation f 3.500.000. Rusine oO ' ‘ ie dealer sold quired a 
Farmin through rural dealer vil sper sue of our own industry format. timin ‘ eti ‘ 1T 
1 SOOLO00 eipeulatior mn The Ru , sete The Rusiness of dienc: Probabl . athens “ess 
1 trade iazis builds ‘ prepared to tell the in do this job well as direct 
one in the build Heseare I ‘ ator te dealers mail. It certainl yrovided the log | 
rs hon inswer to © into 
were tte ‘ i “a tractors. This issue pres ind promote 
the bigege le public relations pr vase ctorial review of all ind THROUGH 
motion that probably had ever hap rt «| new construction tect search Village 
pened in the home building ind 5 ws Rncadds Witees. fh ' 
try. The problem was to inforn cludes p in full color t en, ae 
press and promote Resear eh ed howe results. When campaigns. Rust-Oleun 
to the « “ —s ’ iz n mid-April Gypsum, that helped rn 
Direct ’ . . : he eve , . . ote COpy with a Direct Vail Da the 
job pecial ra f omoting the cess it was 
The first mailing filled , ‘ re . o « Researc] ie, ae hed ve: 
for information. It was a bla neal ' rade customers sume and substanc: 
white booklet that explained th ' ‘ hicacea , eu excellent talk T 
jective f Research Village t " et pecial section on Ry slide presentation 
dealer. Tt contained illustration care supported by tie-in a pet formulas for 
material list of the houses ind | ertisnu or manufacturers wh Incidentalls Rob's 
the background information tha had ce perated with us on this pro hook published titles 
would position the «lk ler to capital rect rect Va / { ert 
ize on the program in his market The resul were amazing. Over Parker Publishing 
Phe ond mailing , ' 0.000 peo vent through Research 1 cop It includes 
pression, It contained « own lage end and probably points in Bob’s Direct Ma 
operative-dealer mag evepes » three hat number wer This is the report 
the dealer th the compl cal rm way 3 were parked of what’s ahead for 
promotor rogram that was ay . . ialf a mile from the 6 it DMAA’s 38th Anni 
ible fron , with editoria iouses. Most of these people probabl at the Morrison. Take 


selling material that was national returt d later as «Size able crowds don’t miss it! e 
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Direct Mail 
Handling 


In The 





Construction 
Equipment 


Industry 






New survey 
\ 1 stud It ¥ direct mail 
handled the l tion equip 
tf ius tound i nt sur 
! i t! I i] il 
facture! ind distril ! nstru 
tio quip t Through a int ef 
fort | ( truct 
} juipment ! i izine Conover 
Mast) and the Associated Equipment 
Distributors Indust: Round Table 
i complet Muddy , nstruction 
Equipment Manufacturer-Distributor 
Seuiin Vethod at Practice has 
been published 
I} wazil ind Industry Round 
lable hired Ros | eral Research 
Cory f Ne York 230) 
ling multactur ind distribu 
! ! ruct j | nt ind 
i rial I ! ill 
puestior i! mad il) ointer 
i | pp { ti 
l is ft (ss in u 
t late factual ia ! i 
I ! ifactu I ite ‘ ii 
practs ina Deter 
i tre l ind ha ‘ that 
ire tak pla inulacturer-di 
t itor | | wot ind 1) 
ler iF i i ! inula 
irer-dist j wt il 
yeakest and tl t j 
witt i | ie r ' ! 
t 
Numerou | is? ! I the 
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Do you furnish direct-mail for your distributors? 


MANUFACTURERS 
WERE 
ASKED 










YES 94% 


if “YES.” is this material furnished without charge? 








YES 94% 







Do you maintain a direct-mail list? 


YES 95% 





B No 5% 






a 
DISTRIBUTORS 
WERE 
ASKED 


If so, is it divided or keyed by segments 


of the market? 
BE No 14% 











YES 86% 











shows manufacturer-distributor 





preferences 


irvey ered nit Vilal areas, i Distributors were isked 1) 
iding everything from Sales Trau mufacturers furnish you with a 
t Construction Industry Rela rect mail material tressin ul 
hot nd Trends hy the sector COMpany ervices a i distributor 
Advertising and Sales Promotior ae / isweres No Distributor 
here are me significant direct mat were asked if the develop thei wii 
I li livect mianl stre I their cor praat 
rvice 6 uid they die 
7 O49, of the manufacturers id no» % { the distributors answere 
they furnished direct mail to distribu that the developed thei who oma 
tors without charge lo’, ot the ! tressin tive mulactures 
inufacturers answered “Yes” to tl product is well 
question Do you have i plant ad 
irect vil unpaign for your di @ Distributes Nere iso) asked 
tributors the name of their company wa ive 
ulliorent prominence in promotion 
. of the distributors mainta iterial furnished | manulacture 
1 direct mail list with 86% key Surprisingly, 56% said “Ye Just 
it by segments of the market is surprising, was the majorit 
imswers fron distributor to the 
eo) fu manulacturers pre question If not imprinted, is suth 
ler | ha ‘ l distribut i handle tive cient pas ull ved for we to ues 
silat ol mulacturer-turnished np ie of the distributors save 
direct mail. 200% of the manufactur re 
rs prefer getting the list from the r) ~~ i ' riainal 
distributor and handling the mailit 
I cman ( af tha mnnubacte ted a i ide fil it the a 
rs (who handle mailings for dist: ual A tted Equipment Distribu 
Dutot il pay for posta tors Cor nt but has ! 
iblished by ¢ Vast in a 7 
ee ru listributors pret i Klet If it t 
= inulactures Merial It ti field 1 ca t a 
thre 5 | it cists 
id ill pply u i riting to ¢ truction Equ 
facturer with a t and jet them d Marke Information Deepal 
the mailing 05 bk. 42nd St., New York 17, N.Y 






































From the {me rican Trucking 


{dvertising Contest’, 





{ssc tations 


this case history of the 








“Customer Relations Council 


First Place winner tells 














How Gateway Keeps ‘Em Rolling With A 


Trade Character And Slogan Campaign 


A report by Dudley Lufkin, field Editor 


It would be easy for advertising 
in the trucking business to fit into a 
Prathe 
and other freight shippers might eas 
ily bye 
tistical and 
trucks, routes 


pattern of dullness managers 


ipproached with routine, sta 
drab 


equuipimne nt and sche 


discussions of 


dules the same way some stiff 
collared industrial advertisers insist 
upon ipproaching engineer pros 
peets 


But largely through the efforts of 
the American Trucking Associations 
because it's a federa 


Ine (plural 
tion having alhliated associations in 
each state), most trucking firms have 


learned that successful advertising 
Through 
national headquarters at 1424 L6th 
St. N. W., Washington, D. ¢ A.TLA 


does all it can to foster and stimulate 


must avoid such a pattern 


more creative advertising among its 
trucking business membership 

One of the 
been the development of a 
Relations 


meets cach Spring to air mutual sell 


issociations major pro 
jouts has 
which 


Customer Council 


ing proble ms and objectives \ popu 
lar part of the Council's activities is 


their annual Advertising Contest 


select the 
best advertising and sales promotion 
Offering 
coveted awards for five advertising 


a yearly competition to 


in the trucking industry 


categories, the contest stresses origi 
nality, quality, continuity and effec 
liveness This year’s entries, more 
before, 


realize the 


than ever proved that most 
truckers 


applying the four points in their ad 


importance of 
vertising particularly Gateway 
rransportation Co. of La Crosse, 
W ise which took top honors for the 
Rest Over All 


paign 


Advertising Cam 


To avoid that gray area of dull 
decided 
over a year ago to overhaul their en 


jective was to make Gateway adver 


ness or sameness, Cateway 


tire adve riising approac h 


tising entertaining, interesting and 


informative to establish higher 
readership and impact by departing 
from the obvious. In short, they 
wanted to breathe new life into the 
same old sales points 

While the trucking firm wanted to 
give sales about their 
trucks 


and experience 4a new 


messages 
equipment, x hedules, routes 


twist, they 


wanted to do so without twisting 
them all out of proportion with a lot 
of gimmicks. First step in the plan 
ning was an executive huddle with 
William H. Jefferson of Jefferson 
Advertising, Gateway’s agency in La 
Crosse, who was responsible for 
creating the campaign Here, it was 
decided the best way to accomplish 
the objectives was to take each one 
of Gateway’s many selling points and 
dramatize them with a series of uni 
que direct mail folders indivi 
dual, novel reminders to traffic mana 
gers and other executives who in 
fluence freight shipments that Gate 
way was “America’s most modern 
freight way in every way 

The “every way” covered a lot of 
sales ground; so the most important 
part of the planning was to find a 
way to tie all the trucking firm’s in 
dividual sales points together to 
give individual benefits featured in 
each folder a basis of continuity to 


quickly identify them with Gateway 


The answer came with a major sales 
point Gateway wanted to stress 
throughout the whole program 


Serving the Midwest with 25 termin 
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als stretching 


Ohio. to Minne 


way wanted the 


ind the small 


we i 


Nothing coul 
of this than 
coupled with tl 
{ Long Jump 


slogan literally 
both the long 
Kangaroo and 
cription of the 
not only shared 
every single di 
has since been 


official trade 





W h le 


were being wor 


individ 





propriately emy 


portant s 






color folder, set 


tern of mailings 


Is A Good Move 


i dit cul pop-up 
cover headline 
Long Jump Or 
all mailings 


first piece Wis 


their terminals 






)? Immediate a 
equ pment ind 
service Head] 
this second folde 


Dependability 
showing a trafl 
Sh it ny i! 
hlled with Trafl 
stil this T.M 
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to the large, lor 


Creation of this trade character and 


nark 





rect mail pieces ost of them ap 
loving a gate fold 
format} (,atewa turned its sales 
force loose to cor 


of trafic managers and other ofhecials 
who influences 1 fre ht movement in 
the trucking fi irea of servic 
When the list hit 10,000 names 
campaigi ot under wa with 
nonthly maili ! these im 


beard illustration 
ground for the h 


the piece introdu 


(,alteway s routes 


Out Your Winds 
the piece produce 
moving across a diet 
phasizing that G 

ready for pic 


bed. Copy: “Sor 






rol gg Another reason why Hammermill Bond prints better, 
ipolis inn... Cate ~ aMian- 4 
campaign to appeal types better, looks better 


1g distance shipper, 














short-hop shipper, as VEN THE BEST secretary occasionally t checks aren't ! enough at 


it easy for her to correct it. Th | ita 
ashe re symboli . afl } 
















raph shows Hammermill B | taki i i int, ¢t i { stat 
{ kangaroo ecial shower bat! that turns the ¢t . t! Hat I i bb 
e catchy siogan For [he surtace of the paper is literally Dx 4 With Ha : " 1, wi . 
‘jy 1 Short Hop! tarched like a shirt papern iket “\ | " 
t ji ing rect with 
i | i | i 
j 
i I [ c wri 4 i¢ i ‘ 
placed Gateway on t . A i 
: T} levy ; ; } ‘ hye \ i 
ind short map. Mrs These qualities depend the | 
, i , } } 
her eight word des a i ‘ : a i . ' Hi H 
! I id rack ‘ ) | i 
pany s services 
| e lead K feat [™ t t t ish t 
iprominent place 
I : | moor erasure ( i 1 pracu i A etter eC \ 
rect matl piece, but ° starch solut } Printes r) 
idopted as Gateway s y at interval where M eunn 







lal ties Impressions ecks for trouble 


ked into colorful di 









pile i special list 










ting the general pat 
to follow. A checket 
served as back 
eadline Any Move 

When opened 
el the Kangaroo in 


which pleted the 




















ailal ty of Gateway 

Round the clock 
ne on the cover of 
r announced: “Look 
w! When opened 
da Cateway truck 


ul window, em 










itcwa . | lling by 





ind delivery 





1 die-cut _ pices 





peat QnniMeRty 
Sar BOND ~~ 





costs no more 


and actually less than many other watermarked papers 
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CUT YOUR 
MAILING 


COSTS! 
WITH THE 


MODEL 
No. 6 





SAAMAYER 


tying 
equence up to 


Ad 


Castets 4 


general purpose 


justment 


widitional coat 


AAMAYER  tyer ire noted 
SAFETY 


where heed 


All 


lor sutomat relicas 
SIMPLICITY all 
interchangeable 
‘pp 
fully ulo 


slip the 


workin part are 


attractive in afar 


EFFICIENT 


hrm 


net only 
but : 
tate wedy non 
in twine and time. Let 
basi 


on our trial 


Whatever tying problem, ther: 
s SAAMAYER 
it. Write us for 


ture 


your 


model to meet 


letails and litera 


DEPT. A 
NATIONAL 
BUNDLE TYER CO. 
Blissfield, Michigan 
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GYMER..2125 E. 9th St, Cleveland 15 
eeeeeeeeeeeeeeeeeeeeeeee 


for repeat mailings —p> 


” 


yf 


9-13 Murray $t.. New York 7, N. Y. 


Penny Lebel Company 


Some of the outstanding die-cut pieces in the Gateway campaign 


described in the text on page 29 and below 


lo check re idership of the cam 
offers 

mailings 
offer of i 
enclosed with 
10.000 


paign periods reply card 
inserted into regular 
first check 
free football 
this third 
mailed, Gateway received an impres 


; 
’ 4 


were 
[he was an 
schedule, 
mailing From 


sive returns 


1 Summary of Gateway service This 
was a die-cut vate fold folder, open 
ing to three complete die-cut circles 
pictured four businessmen in 
a circle, with he “Let's Put 
Qur Heads Together! Fach circle 
inside asked prospects to get together 


Cover 


adline 


with Gateway representatives to 
talk over shipping service, schedules 
routes, et 


». Eificient handling of shipments 
Does It 
showing die-cut 
backing into 
Back doors of 
opened to reveal copy: “ 
Gateway truck backs up to your dock 
and its 
the right combination of experience 
know-how 


‘has said the headline on 
this piece 
of a truck 


platform 


rear end 
a loading 
the truck 
. once a 
doors. From then on 


opens 


modern equipment and 
july 


moves your freight over the road on 


tire 


scheduling 
trafh 


6 Veu better 


( over 


routes 
leaf 
manager looking out his window into 
filled City Limit 
Cleveland, Detroit, 
Headline “The Midstates 
Into Your Backyard!” 
mphasized that new Gateway routes 
better freight fas 


ler 


contained die- ut 


a yard with signs 
etc.) 


Moved 


f oOpy 


(Chicago 
Inside 


schedules, moved 


Excellent record Another 
fold piece with a picture of the kan 


wale 


Left to right 


THE 


Shown here are pieces 


No. 1, No. 5, No. 3, and No. 4 


holding a card titled Safe 
A+ Headline asked 
‘Ever Hear Of A Freight Jockey 
With An A Report Card? 

(Gateway Gets The lop Mark With A 


Free Ship 


yaroo 


Arrival 


99.3 Average In Claim 


ments!” 


Another 


long 


&. Right 
fold 


(,ateway 


equipment gate 


picturing a line of 


true ks 


piece 
featuring hi-cube 
load capacity 


kind of merry-go 


unde rfloor 


for 


explained a 


trailers Copy 
new 
conveyor 


tre ight 


round an 
system at terminals to move 
without damage 

his 


Place in 
test 


mailing also won Second 


the AT \ Advertising Con 


as the Best Single Mail Piec: 


well 


Although 
displayed on all pleces the kangarw 


9 Complete seTULCeS 
and slogan got an added blow up tor 
re emphasis on this piece. One 
of the gate-fold devoted to it 
An attached rubber band popped the 
slogan and trade character into view 
the folder Phis 


pictured (Cateway in action 


winy 


was 


when was opened 


folde I 


othee teletype communications — be 


tween terminals, loading, et Copy 


again stressed importance of right 


equipment and complete service for 


fast freight shipment 


delivery An illustrated 
secretary spoke the headline of this 
‘My Boss Was An Old Bear' 


Cover also pictured her irrate boss 


bear). In 


LO. On-time 


piece 


with ears of a 
secretary changed her tune 
But Not Any More Now Our 
Shipme nts Are In On Time kver 
With Gateway!” Rest of cop 


delays mean dol 


‘¢ omplete 


pointe d out how 


lars, and when terminal tic ups cause 
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trouble its time to turn to Gate 
way 

This 10th mailing carried another 
reply card check on readership The 
offer was for a free baseball schedule 
and a free baseball bat pencil Re 
turns were almost the same as the 
first check 3.240 reply cards 
atrie back 


ll. Safe handlin recotd ‘Careful 


As A Cat With Kittens 
ind illustration point of this folder 

to re-emphasize Gateway’s record 
of safe handling. Strip of photos i 


side showed how carefully shipments 


was the « Opy 


ire handled and controlled 


12. On-time delivery. again ‘Next 
Week 7 “No lomorrow | 
Shipped It Gateway! This phone 
conversation between two men was 
featured on the front of this piece 
to illustrate Gateway’s on-time de 
livery again Cover was folded in 
each line of conversa 


Inside 


sinew Spot Remo 


three parts s 
tion was revealed separately 
copy: “Gateway 
relaxed smiles 
to Traffic Managers the country over 
Yes, this service removes the Traff 
Manager from the spot ne more 
calls Where's My shipment 7 


12 The his diflere nee | ast folder 
in the series was titled \ Tale Of 
| 


lesigned 
‘ ignes 


eT service 1s bringing 


[Two Uncommon Carriers 
to point out the difference in equip 
ment and service that makes Gat 
way superior. It pictured a young 
Indian mother with her papoose is 
one uncommon carrier, and a Gate 
way truck as the other listing 
hve wavs Catewa was uwncommor 


the trucking business, nm iking it th 





William 
la Crosse, Wis 


The man behind the campaign 
Jefferson Advertising, Inc 
effort below show how direct mail fits his 


e@ Our client, Gateway Transportation Con 


pany has long beer o eader in this 
industry but until about a year ago had 
never worked with an advertising agency 
ond had no planned idvertising progran 
In order to develop a worthwhile campaigr 
we first made a thorough study of the mot 
freight industry ther gave carefyl 
consideration to all med which might be 
sed by Goteway 

it was then decided that direct mail 
effort would best serve the needs of our 
chent 


As is true in most services, motor freight 


companies may at first glance seer to be 
pretty much slike—similar equipment use 
f same roads, each is subject to rate regu 
ation by the Interstate mmerce Cor 


In the case of Goteway researct ” 
covered several portont ivantages 

d our direct mail advertising was designed 
to point out such advantages » refreshing 
ond unusel monner—to depart from the 
obvious. 
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he af choice for shippers 

All twelve folders were mailed in 
envelopes with corey} ecard teaser ti 
iustrations 


ings of the 


simple cartoon draw 
kangaroo engaged it 
some action relative to the foldet 
sick 

During the course of the twely 
mailings a secondary program was 
started to 


mailings 


include special purpose 
L sing the same format ip 
plied im the main campaign these 
mailings prese nted testimonials, route 
changes, new terminals, and new 
equipment being prepared Space 
advertisements in Trafhe World and 
guides and directories also backed ul 


the direct mail effort 


Hometown P. R., Too 


Direct mail also played a big part 
in helping to promote a local Gat 
way public relations effort in’ La 
Crosse With 286 La Crosse people 
employed in the company § general 
offices there, the firm launched a pr 
remind — the 


motion to communi 


that Gateway was one of its largest 
firms. and that Gateway employees 


spend an annual payroll of a million 
ind a half dollars locally 

The plan was to pay all Gateway 
for one week in silver dol 


lars In addition to advance news 


t mployves 


paper ads, Gateway president W. Le 
Murphy sent silver letters to both en 
plovees and every merchant in La 
Crosse Limployees were urged t 
vay all bills. buy groceries. fuel. et 
Merchant 


were told that the silver dollars would 


with the silver dollars 
through every whol 


filter their way 


Jefferson, young and creative president of 


comments on the oward-winning Gotewoy 


agency's creative thinking 


William H. Jefferson 
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565 Fifth Ave, New York 17, PL 3-0833 
Chicago Office 


55 East Washington Street 
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Adverhkit! 


Psst! Get an 
























Plan colorful campaigns from an idea 
packed portfolio of over 100 direct mail 


samples 


























Create action-getting b es t-of-industry 
mailing pieces from a new selection of 


Jumbo Cards, Flash Bulletins 
Letterheads, Eye-Stopper Envelopes, and 


Cartoon 












Gimmick Mailings 





























All AdverKit items created and pre 
printed by American Mail Advertising 
Your sales message easily added using 


any office duplicator 









Mail $2.00 for your Adverkit refundable 


on first order 
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INCORPORATED 
610 Newbury Street, Boston 15, Mass 
Tel. COmmenweeaith 6.7540 
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**He doesn't have time to open them all... 
... just the ones that catch bis eye!”’ 


Visit Us at 
Booth 40 at 
he D 

For envelopes that get attention ‘ mAA 
in Chicago 


T ' ' 
see lension Call 


“TENSION ENVELOPE CORPORATION 


or write 


DES MOINES 14, 1OWA + 1912 Grand Avenue 
WANSAS CITY 6, MO. + 19th & Compbel! St 
FT. WORTH 12, TEXAS + 5900 East Rosedele 


wiw vrore 4% HY 
ST. Lows 16, MO 
MINNEAPOLIS 1. MINN 


527 Filth Avenwe 
* $00) Southwest Ave 
* 129 Merth Jad ti 


TENSION ENVELOPES-TENSI¢ ENVELOPES -TENSION 


4 
sado1ah™ 
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YOUR PROSPECTS 


IN THE NEW YORK AREA are now listed 
for fast, direct contact in the New GUIDE. 
lf you sell Advertising Essentials or Sales Aids 
Subscribe Now to this service. 
4 Major firms and advertising agencies indexed 
& Over 10,000 executive buyers’ names and positions. 
4 Published annually with supplements. 
1956 EDITION NOW AVAILABLE. 





First comprehensive and authoritative 
Guide of its kind ever published. In 


a durable bound book with bi-monthly 


NOVEMBER 


supplements. Limited charter subscrip 


14, 15, 16, 1955 
The BILTMORE, N.Y.C 


tions now at $35 











270 Park Ave, N.Y. 17, N.Y. MU 86-0091 For special handling oddress Miss H. Owen 
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Company 
Address 


State 


mn 4th Advertising Essentials Show 


City 


Check en 








sale and retail outlet in La Crosse 

as a way of saying “Thank you, La 
Crosse, for the cooperation of local 
merchants, like 
helped through continued use 


yourself, who have 
of our 


service to greatl, increase the per 
sonnel at our La Crosse home office.” 
The promotion was a tremendous 
unlimited goodwill 
Publicity ec 


pictures 


building 


success 
for the company verage 
was wide spread including 
of the dollar 
picked up al the local bank in you 
truck 


Yes. whether it’s a local community 


silver payroll being 


guessed it) a Gateway 
relations program right in their own 
back yard, or a freight haul 
from Minneapolis to Youngstown 

Gateway trucks are very 
Midwest \ kangaroo and 


slogan, established with a livewire di 


keeps en roll 


large 


much in the 


pe ture 


rect mail « ampaign 


ing. @ 


COMMENT ON BETTER 
DIRECT MAIL IN THE 


TRUCKING BUSINESS 

by H. H 

ive or six 
reporter mace his 
first appearance before a meeting of 
the American Trucking Asso« 
1424 16th St.. N. W Washington 6 
D ( examined the display of pre 
motional material ind found 


very sorry lot of poor planning and 


limes have changed 


vears ago this 


rations 


sloppy production 

selleair 
of the 
contest 


but noth 


Iwo years ago down in 
Florida we wted as a judge 


ATA’s 


Things were much better 


annual advertising 


ing 70 rave about. 

Late visited Washing 
ton to act again as one of the judges 
What a difference! The trucking 
companies taken direct 
should say 


in May we 


have re ally 


mail seriously, or we 


hee ius 
and the 


material has 


“taken advertising seriously 


even the space vivertising 


internal sales training 
improved 

After many long hours of juggling 
portfolios and reading through reams 
of material, the board of judge : 
finally selected G as the best 
overall campaign 
But there 


winners in other categories 


ileway 


were deserved 


plenty of 
such as 
Best mau campaign best single ple 
et \ 
tioned in The Reporter 


a special citation for the most oul 
letters The y sure 


viously men 


Akers) wor 


; 


campaign pre 


standing sellin 


served it 
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Advance report on an up-coming campaign: 


1954 Henry Hoke Award Winner 


Comes To Life Next Month! 











Mademoiselle that 


daring and delightful trade characte 


Scandale” 


who sparked last year’s award-win 
ning Scandale campaign, will come 
to life next moi th 


even greater, more exciting advert 


playing an 


tising role 

Scandale. you remember. was the 
dynamic campaign cre ated by The 
Rockmore Co.. advertising agency at 
7 V a7th St New York 19, N \ 
for Tru Balance Corsets, Ine., 136 
Madison Ave... New York 16. N. ¥ 
of introduc 
ing a famous French corset (Scan 
dale ) to markets with 


speed and impact Rockmore’s excit 


Faced with the problem 
American 
ing direct mail campaign accom 
plished objectives in its first two 
ind-a-half months that weren't ex 
pected for at least three years. Off 
heat excitement was injected with 
the creation of Mile. Scandale. a lis 
ore French trade character who 
rocked the industry to its 
very foundation” with her eve 
cate hing direct mail antics Lilting 
line drawings. showing the Mile. in 
long black stockings, gloves and a 
hig floppy hat 


Scandale identification which helped 


corset 


developed powerful 


capture the market 

She also helped the « impaign cap 
ture the Reporter's annual Henry 
Hoke Award (“for the 
or courageous solving of a difficult 
problem by direct mail’ a DMAA 
Best of Industry Award. and also a 
special citation from The Art Direc 
tors Club The Scandal 


nost unique 


comple te 


story was told in the October, 1954 
sue of The Reporter 
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Now, with the advent of a new 
Scandale development called “Avant 
Garde” (a girdle shaped to fit the 
curved plane of the body), Rockmore 
is launching the largest advertising 
campaign in Tru Balance history be 
month It 
careful wat hing Built around the 
selling theme “It Takes A Curve To 
Mould A Curve”, the “Avant-Garde 


campaign will bring Mlle. Seandak 


ginning next deserves 


to life in bold, dramati« photography 
lo find the live counterpart to fill 
the stockings, gloves and hat of the 
famous line drawings, the agency in 
terviewed more than 100 models be 
fore discovering one with the Sarne 
foundation flair pictured in the orig 
inal campaign The new Mile scan 
dale will not only come to life, but 
also from it—-as an alumnus of Life 
magazine's Bette: 
still, the former Life cover girl is of 
French origin, well-known in France 

fashion circles Agency president 
Milton Rockmore hasn't told us her 
probably 


famous cove; 


real naire hecause fron 
now on she’s officially “Mademoisell: 
Scandale.” But he has told us some 


thing about the real-life Mile. Sear 


dale’s new direct mail plans 


In addition to national media 


strong emphasis will be placed or 
educational material for corsetier 
retailing the new “shaped” girdle 
Special booklets will explain the new 
concept of moulding a womans fig 
Direct 


mail will tell how the new innovatio 


ure “within” the garment 


can be most effectively sold to con 
sumers. In the same style as the first 


campaign's outstanding booklet titled 
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The New “Madamoiselle Scandale 


The Bare Facts of Mademoiselle 
Scandale, a kick-olf booklet for the 
Avant-Garde campaign is titled 
Vademoiselle Scandale’s Journal of 
Great French Discoveries 
dramatically tells 
krench discoveries (“In 1642, Pascal 
Invented The Adding Machine el 
with last page announcing Mile 
Scandal “French Revolution —The 


greatest French di 


| if h pretpee 


about famou 


eovery in irdle 


; 
history 


\r important feature of the can 
paign will be strong emphasis on the 
fact that girdle buying is done in the 
fitting room, and final determination 
should be made only after the cus 
tomer has tried the garment on. Bold 


layout and copy will bang home the 


porml H ‘ H ont Let You Buy /t 
Unless You Try It! 


On the eve of selection of 1955 
Henry Hoke Award, it’s our thought 
that the new winner will have to be 
really good to DMAA 
much is the Scandale 
campaign did last year. And the ne 
Mile. Seandale in-the-flesh will really 
match the sales 


Impress the 


judges as 


have to go some to 
of her pen-and-ink predecs 
sor. After hearing some of the direct 
mail plans Milt Rockmore has for 
her we think she will 


success 


“Reed-able Copy” 








A Meithly Clinic, Conduited by Owille7 Red 


DERHAPS you'll remember George by mail. We talked over everything You can sit at your typewriter for 
DD). Billings’ remarks in the June in connection with the plan and ther hours. figure out a hundred logical 
edition of this screed about the double 1 asked hin Do vou have testimon reasons wh this or that group of 
negative used in a piece of direct ials from users prospects should bu what 
mail sent out b one of America’s Ves saicl he When vou get selling. But reason isnt enoug 
largest operators There is no better a little further along with the cop You've got to motivate the prospe 
ind less expensive method of keeping I'll send vou a big file of such testi make him “hanker” for the benefits 


he gets from what you have to sell 
Ore of the best places ry the 
to find out what will make a prospect 


our nan if front of your customers montals 


ind prospects than by I'd rather have them now.” I told 


hin bene suse that file of testimonials 
buy your product Is from testimonial 


Well? Evidently there are copy 
. of yours is the best possible source 
writers whe t the pride nm suc h things f | - written by jr ople who h ive traded 
€ deve of such ippears to hve Vir« Or copy appe ils 
their money for our merchandise 
Frances G. Smelter of Waukesha Pro He seemed rather surprised but re ey anes“ 
ducts Corporation, Waukesha, Wis luctantly sent me his file and | 
consin. She sends us a folder carrying started through it. Here is part of 
the headline HERES WHY YO what [| found. One woman wrote Surveys? Take ‘Em Away 
CANT AFFORD NOT TO USI “Your silverware is wonderful. I like 
SE PREVME BARNLIMI In her let il oT hecause it matches any 


There’s a can take it for what it’s worth. I 


ou whi the et 


so) Mmue h 


This is my own opinion al 


P hink 
ter accompanving the piece she writes hind or desien of china think 


bkinelosed is ows double negative good selling poiml Nothing has ever surveys ask ne a proup of 


people what they ike 


Would u ire to comment heen said in ar of this company's 
about the direct mail the 


COPY about the silverw ire harmoniz 
1 sure would, Mrs. Smelter. Wh ing with the rest of the table setting the way you present your sales st 
ire for the birds 
| Who knows what he likes 
doesn't like? Who knows what 


him or doesn't sell hin 


one hy oy ot “ vo \ om ‘ 
ae . = we ' ak Another cone said I used my ail 


vO heae w hare o read and ce 
ur acllir urd tt read and werwage fer the fect time when 


cipher What's to be gained by this f 


wave dinner marty or some of my 
cireumlocution 7 Inside the folder you ws | 

f ‘ ds ll o he irls re ved ‘ ho / 
use the head HERES WHY rier f pf 1 thou 

There you are this woman You've just come back fron 
YOU NEED SUPREME BARNLIMI = 


IN YOUR HEN HOUSE” What's the 
wer ase 


co nag > cae dod oe cee its low cost. She liked it ecause it him buy ? I doubt it. Neither can 
ele line tia et sas me impre seed her friends one else Vil ‘ayes he drawt 

is easter te Ganee ent. ts to te point Some practitioners of this rt of quartered right here ~ the 

ind =o more eflective by far than making the prospect buy. lean heavil tion research boys. But [ conter 
HERE'S WHY YOU CAN'T Al 
FORD NOT TO USI " Any 


thing te wd (,corge 


liked the silverware not necessaril) ing a call on a prospect Hy 


of its brillance or design ot Can you tell the one thing that | 


on answers to questionnaires to get it's an accumulation of many things 
sales ideas. They think if vou ask a that go to close sale 

prospective buyer what he thinks of a I just read the results of a surve 
product, or the reasons why it would made among purchasing agents 


A Good Source For ideas ippeal to hin. the inswers such pros sub head of the article used 


pects give can be used as guideposts “weasel sentence New 
(rood copy ideas are easy to com in preparing copy I don't think most among 15 top pure hasing 
by. Usually they're available to you people know why they buy. Any mor showed that 87% of thei 
without moving from your office than they know why they do many of probably ignored What 
chair. Recently | had an interview the hundreds of little acts they per mean probabl ignored 


with anew lv nt who sells silverw nre form every dav. either ignored or 
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One of the things brought out in 
this survey was that the purchasing 
agent strongly objects to sales litera 
ture that reaches him through the 
president of his company The re 
port fails to say how many purchas 
ing agents object to this procedure 

But unvone who has ever sold 
anything either by mail or in person 
knows there are cases where its ne« 
essary to get to the top man In ordet 
to do the right kind of a job. | don't 
know of any purchasing agent o1 
general manager or advertising man 
ayer who can tell my story to the top 
brass better than | can tell it my 
self. | don’t feel that an underling 
who says, “Leave me all the informa 
tion, T'll take it up with the boss 
can do my selling job as well as | 
can 

One of the results” | got a real 
kick out of was that 75% said 
‘Make it more pointed; shorter para 
graphs to make easier reading pos 
sible Short paragraphs don't make 
easy reading, necessarily It's the 
rhythm of the copy that makes easy 
reading. It's the use of active verbs 
picture nouns and the striking out of 
superfluous adjectives and adverbs 
that make for easy reading 

Here's an item from this survey 
that brought a faint smile. 75% 
said: “Make copy as brief and con 
cise as possible There isn't time to 
read long. drawn-out information 
What do you mean there isn’t time to 
read long, drawn-out information? 
If I'm interested in spending money 
for a product | certainly want to 
know all about it. And sometimes | 
cant tell all about my product in a 
few short sentences 

You may want to give me an al 
gument; but [| don’t think opinions 
are worth a tinker’s damn when it 
comes to a piece of direct mail. To 
day | like ee cream lomorrow | 
may not want ice cream. If you car 
get to me with ice crean pit h on the 
day that I'm hungry for it, U'll prob 
iby like what you have to sav about 
it. If you get to me on the day when 
I've had too much ice cream il 
probably think your stuff is the bunk 

Think of this the next time you 
write a piece of copy, then pass it 
around the office to get opinions of 
your secretary, the ofhee boy. the 
boss or anyone eise whi may have 


strayed into your office off the street 





In Defense of ivory Towers 


We've been reading a lot lately 


ibout how inadequate ind incom 
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This 
peautiful 
man-mace 


Uj wo~\ a better paper 
for every office need 














Pictured above is Nekoosa’s own lake. We “‘buile’’ ic t ipply 
our paper mills with millior #f gallons of the purest spring 
water obtainable This purer water plays a big part in giving 






Nekoosa Business Papers their attractive appearance at 








long-lasting strength. Printers are assured crouble-ft 
performance on today's high speed pr 
get better results in all of y ma 







why it will pay you to always specify 







Papers. Your printer has them, Many 
stan lar i $17¢CS, are Als aValiaDi at y if 
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NEKOOSA-EDWARDS PAPER COMPANY « PORT EDWARDS, WISCONSIN 
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MAIL ORDER LISTS 











FUND RAISERS... | 


Our job is to help you secure more and 
larger contribution to your cause-—just like 
we've helped other organizations for more 


than 30 years 


g Drop me a line and I'll tell you 
er 


how | might assist you attain 


this desirable gool 


WILLIAM M. PROFT 
VASSOCIATES 


27 WASHINGTON PLACE + EAST ORANGE, WH. I 








ze 8 
-_- Oo 
2° +1 
2 @ . ra 
=? 6 2 
. ~ o vi 
oO an - ©& 
u° & | as 
Se e v= 
—_— = ° 
- & °o = 
ork z VU | 
32 Oo} 
° | ~ 
£2 : 
> fe . 
O23 
22 
s* 
=? 
32 ¢e 
2 © 
= 5. a 
wes t = 
> > Lad 
. wn 
gig E pe UU 
—s>. ssa ef 
WMeezi_) zo4aaG 








petent the average advertising man 
is when it comes to sales-sense. So 
called “‘practi« al” men claim that ad 
vertising is written by too many long 
hairs who sit in ivory towers and 
dream up fancy sentences and para 
They deplore the fact that 


too few advertising men get out and 


graphs 


talk to dealers, or users, or the peo 
ple the stuff they write is supposed 
to sell 

It seems to us there’s too much 
glorification of the “hat trick.” Ac 
cording to these practi al men the 
only way to write good advertising 
copy 18 to make calls on the trade 
find out their prejudices, their likes, 
their dislikes, and then come back to 
the desk and write factual, down-to 
earth copy that is supposed to sell 
them 

I'ry it some time. I've done a lot 
of it. Go out and call on a dealer 
Ask him what he likes or dislikes 
about a certain product. If you're in 
industrial advertising, go out and talk 
to a toolmaker and find out what he 
likes or dislikes about the 


you propose to sell him 


gadget 


Ill bet you a lead nickel you won't 
get an idea out of 2,000 interviews 
What I mean is, you won't get one 
improve the selling 
And there’s a 
very simple explanation for this. 


idea that will 


power! of your copy 


The average buyer doesn’t know 
why he buys. Maybe he likes the way 
the salesman parts his hair. Or he 
likes the company selling the product 
because they've done a good public 
relations job. Or the direct mail of 
the company has made many im 
pressions over the months—has cre 
ated acceptance of the company, 
its salesmen and its product in the 
prospec t's mind 

Those dealers will tell you what's 
the matter with your gadget mechan 
ically And you can probably pass 
that along to the engineering depart 
ment so your interviews won't be a 
total loss. But when it comes to giving 
you useable reasons u hy he buy s. 
such interviews are usually a waste 


of time 


Forum and Againstum 


I've been accused of taking sen 
tences and paragraphs out of context 
lo prove some of the points I’ve 
made in this department. I maintain 
that in 


sentence should say something or be 


direct mail writing, every 
re plac ed by one that does. 

In or out of context the following 
sentence is lumbering, inept, mean 


ingless, and doesn't have an ounce 
of “sell” in it 
tence of a letter sent out by Merritt 
Lacey Corporation of Newark, N. J 
PROFITS are something in the forn 


renumeration that any ompar 


It’s the opening set 


monetary 
is looking for all the time 

Read it again. It sounds like the 
remarks of a high school 


teacher of economics to the fresh 


opening 


man class. And this was taken word 
for word from a so-called “selling 
letter. What's more 
word as “renumeration.” At least 


Webster show it If it’s a 


coined word it could mean “to num 


there’s no such 
doesn’t 
ber again,” but couldn't possibly 
mean “recompense 

Here’s some more muddled think 
ing. In an opening paragraph of a 
letter sent out by Town Showcas« 
and Cabinet Co 


fre you as aron tantly growtns retail 


ot ( hic ago 
enterprise onten plating the remode ling 0 
your store or opening a neu husine 
Every expanding business must augment 
its customer-growth with periodic moderni 
zation in its plant structure.” 

If you happen to be a “constantly 


growing retail enterprise” you'd bet 
ter stick to your profitable and ever 
expanding business rather than 
“opening a new business.” And if 
modernization” 


“periodic augments 


customer-growth, whatever that 
means, | don’t get the connection 
And boy, those adverbs 


img. remode ling. erowine 


conte mplat 
ope nine. 
expanding! 

Just contrast the 
stilted, 
this taken from a recent letter sent 
out by McGraw-Hill Book ¢ ompany 
Sen YOU can act poeple to perk up end 
{(PPLAUD what you have to say 

Or the opening sentence of a let 


above garble d 


slow-moving sentences with 


ter sent out by The Union Central 
Life Insurance Company of Cin 


cinnall 


Suppose tomorrow y r boss gave you a 
hlani heck properly endorsed and asked 
you to buy him the best thing ve ould 
for himself and family What wo fy 
buy?” 


DMAA Please Note 


Way back in May we 
letter from 
profane reader who took us to task 


reprinted i 
a mildly-irritated and 


for dealing too much in this space 
with mail order copy. This fellow 
said he had a sales force of 18 men 
thousands of 
companies, and he thought direct 
mail could fill the gap. But he said 
there was no plac e he could get the 
kind of needed to 
improve his direct mail and make 
it do the job of pre selling 


supposed to call on 


information he 
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As a partial answer to! irritated 
orrespo! dent. John H. Bollock of 
Address Telephone Directory Depart 
ment of Michigar Bell Velephone 


Company wu Detroit writes 


CAPLES ON 
COPY: 


Joh Caples copy-wise vice presi 
dent of Batten, Barton, Durstine & 
Osborn, Ine New York, made a big 
hit a few months ago with a talk on 
copy testing lhe ive il i meeting 
of New York’s Hundred Million 
Club. In a fast-moving slide presenta 
tion, the gency expert showed a 
series of copy test ads, analyzing 
them for the 


which pulled best and why 


audience . telling 


His talk wound up with a sum 
mary of eight important things the 
BBD&O has 


learned about cop ifter 25 years 


Vice president sa 


of testing They are worth remem 
bering 


». Mak 
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ART WORK BY MALL Pian, copy 


letterhea 


RAYMOND LUFKINPien, copy, desige 
renafly 


124 West Clinton Avenue, 


sketches and finished art work 
delivered jivrect tt you desk by mei! 


at home 


from my studio 


ILLINOIS 
WPL VNC 


ol 
ustrations and typography BY MAIL 
New Jersey ENglewood 3-4860 








DIRECT MAIL AND MAIL ORDER 


COPY 


Writer of Mali Order Letters that 
bring beck orders and cash 

Contacting Letters that create and 
maintain good will belween sales 
men's calls booklets, folders 
brochures, house organs, circulars that 
do the selling jobs you want them 
to do. Fully ndorsed by «4 nation 
wide clientele. Winner of two DMAA 
Best of Industry Awards Dartne!! 
Gold Meda editor of IMP 
the world’s smallest house orgen.”’ 


ORVILLE E. REED 


106 N. STATE STREET 
HOWELL, MICHIGAN 





Now you can scent any 
kind of paper with any 
fragrance on any press! 


All Flower or Modern Fragrances . 


* Food Aromas and Odors 


oP 
SnPER Sa Sew 


YMBLING | | GREASELESS \nw'd 
Fi 50: OvoRLESS @h, 
STAINLESS 
All Your Dealer 
on Wrule 
EVANS SPECIALTY CO inc SiICHMOND 25 va 


Finger-tip Moistener 








EDWARD W. OSANN 
Writer of Advertising Literature 
and Sales Letters Since 1910 

175-35 68th Ave., Jamaica 32, N. Y 


wv ‘ * 
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Lcgatanstehaio PROCESS COMPANY 


VAN STREET «© NEW 


COMPANY | 0 3.1582 
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My Mail Order Day 





Over 1,000 
Shop Owners 
Know 


> 
SJ 
> 
7 


that, as an aid in the 
creation and production 
of direct mail, MASA 
International is 
invaluable 

Join these, 1,000 
progressive commercial . 
duplicators in promoting 
your industry 

A letter now will 

bring you a full 
description of 


membership services 


Write 


MAIL ADVERTISING 
SERVICE ASSOCIATION 


18120 James Couzens Highway 
Detroit 35. Michigan 











— ny 


getting 

leads ~~ 
for 3 
salesmen 
one of your headaches? 





Then you'll want to get the facts on our kind 


of Sales Letter — with the built-in reply card 


You ll be joining a mighty impressive list of 
bive chips, too, who've learned that the 
built-in reply card boosts responses 


lowers selling costs! 


One-stop service for creative printing 
and mailing saves your time keeps you busy 


planning instead of just picking up loose ends 


Why not send now for more information and 


samples of recent successful promotions? 


SALES LETTERS 


eeoerepere 





148 W. 23rd &., New York 11 
Telephone WAtkins 09-6028 














i By Jared Abbeon j 


Working like beavers 
fall plans 


back due to pure carelessness. Had 


. On oUr 


Just got a one month set 


our latest hush-hush models standing 
out on a shelf ready to go down to 
the photographer, when . smash! 
a careless employee knoe ked over 
the center piece in the group. All the 
kings horses and all Mr. DuPont's 
back together 
again. Hand made sample, and it will 
take a bit of doing to get another 
here on time. But that is the mail 


Glue couldn't put it 


order game just lean back, open 
the envelopes and take out the cash. 


Hah! 


Tested a new item. Break-even 
point, 7 sales per 1,000 pieces. Tested 
out at the rate of 8 per thousand 
Looked very good for awhile . 
until the returns came back—3 per 
Examination 


customers were 


7 as not satisfactory 
showed that the 
right the manufacturer was let 
ting quality vary all over the lot. 
Said he couldn't hold quality at the 
price Exit another good item. Some 
day we will hit the right item at the 
right price at the right time to the 
right market. In the meantime, we go 
along staying solvent by the grace 
of Providence and testing . all the 
time testing 


Big laff department: In refering 
to one of our suppliers we usually 
“The Yoshiwara Manufa 

Ginza, Japan.” Just a 


Don't know why we do—be 


call him 

turing Co 
habit 
cause that is not the company name 
The other day | 
asked my clerk to show one of our 


or their address 


customers, “Some of that pretty stuff 
from the “Yoshiwara Company of 
Later, my clerk told me that 
the retailer made quite a little note 


Ginza.” 
of the name. This chap is in for a 
surprise when he writes overseas. If 
his letter reaches anywhere, he will 
find out that “The Yoshiwara”™ is the 
name of a district in Japan where 
and that 
The Ginza is a street in Tokyo some 
what like N. Y. C.’s Broadway ‘ 
and that any “pretty stuff” he might 
purchase in “The Yoshiwara” would 


disorderly houses are 
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be liable to strict customs inspection 
. * . 

Have just been having my usual 
monthly side split over Fred: Gymer’s 
(2123 East 9th St., Cleveland 15 
Ohio.) “Let’s Have Better Mottoes’ 
monthly mailing. It says: “I would 
like to compliment you on your work 
Needless to 
letter 


came with 


when do you start?” 
say, the usual dandy from 
“Joe the Parade Horse” 
it. Any of you outfits reading this 
that want to make a regular mailing 
to customers with a strong sense of 
humor, you can’t beat this deal of 
Gymer’s. It took me three years to 
find someone with the franchise to 
put me on their mailing list—but it 
sure is fun. 


Speaking of monthly franchise 
mailings one of the best of the 
“Life is Real, Life is Earnest” school 
of mailings is the one put out by 
Marcel Pelletier (of Birthday Bureau 
Fame, 219-27 75th Avenue, Oakland 
Gardens 64, N. Y.) This is The 
Business Digest and Forecast. A tet 
rife prestige piece particularly 
for insurance and real estate agen 
cies. Ostensibly coming directly 
from the sender, it builds him up in 
the eyes of his community at low 
cost. Marcel will, | am sure, be glad 
to send you a sample issue 
* * * 

Just received a lree copy of 
one of the best books I ever read 
Called 200 BEST Sales and Promo 
tion Letters, written by such lads as 
Leo P. Bott; Sam Gold of Lignum 
Vitae; Fred Gymer: Ed Myers, the 
Lobster Man: Les Suhler Jack 
Thompson ; M - Pollen, dozens and 
dozens of other men no less famous 
Reason | got my copy “compliments 
of the house” is that six of my best 
letters are in the book under my 
square monicker—guess who? The 
National Research Bureau 422 
North 3rd Street, Burlington, Lowa, 
is putting out the volume L. Hol 
lingsworth is the man to write to 
Price is $11.50. Very 
when you figure that any one of a 
dozen of the consultants in the book 


reasonable 


will charge you at least double that 


for any old letter. The price is 

















mighty low particularly remem 


hering that this is each man’s best 


stuff 


o * > 
{ny of you fellow mail order 
houses get stuck with merchandise 


last season? Well ship it down to 


Mother Mary of The Child Jesus 
Dominican Cloister of St. Jude. Mar 
bury, Alabama. Those brave Sisters 


in Alabama can sure use everything 
you have that isn't nailed down. In 
fact. the those 


learned to use a hammer in building 


way women have 
their place I'll bet they can even use 
the nails if your stuff is nailed down 


Been offered all kinds of free sam 
ples in my time but a neat (must 
have been Autotyped) letter came in 
The Hotel up in 

| 


from Burlington 


Washington offering a hotel room 
“No strings attached.” Well now, if 
that character in Kansas who is 


threatening to sue me for all the 
money I got (and about $3,500,543 
53 I haven't got) 


i 


for patent infringe 
ment (on a patent that in the opinion 
of one of the 


worthless ) 


top lawyers in the 


country is goes through 
with his plans I might hide out 
at The Burlington 


novel offer 
Friend Bob O'Reilly at Craig Mar 


Anyway it’s a 


tin Co. sends in a letter that is the 
absolute end Now for you folks 
who don’t know Craig Martin and 


would have to judge them by their 
letterhead: they print it in two colors 
on a fine quality Antique Laid stock 
And it says right out loud on the 
top of the page that they are mem 
bers of the Direct Mail Advertising 
Assn. (the organization which has a 
stiff enough dues schedule to keep 
S40) or 


out panhandlers about 


$50 per annum, last | heard.) 


So Bob 


sold on 
America. He doesn’t want to run off 


writes in to a magazine 


almost every newsstand in 


to Siberia with their readers. He 
doesn’t want to insert a two page full 
advt. for 
Bob 


state 


color pornographic wall 
paper. All 


ecard and a 
their fascinating reply in full 


their rate 
Here's 


wants 1s 
breakdown 


“In reply to your request for our 


rate card and state break-down on 

i would like to inquire u hy and 
how you intend using this informa 
fion 


signed 
Business Manager 
Magazine Division 
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Rates $1.25 per line (75¢ Situetion Wanted) Minimum 4 lines 


CLASSIFIED 
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ADDRESSING PLATES 


If you use 
ELLIOTT.type STENCILS 
ond want to REDUCE COSTS 


Box 81, Reporter, Garden City, N. Y 





ADVERTISING AGENCIES 


For pulling direct selling mail order advertis 


ing campaigns m new stpapers, magazines 











trade papers, consult Martin Advertising 
Agency, 15 E. 40 St, Dept. 33A, N_Y. LE 2 
4751. Est. 1923 
ART FOR OFFSET PASTE-UP 
Choose from more than 10,000 bleck and 
white drawings. Just clip and paste. Costs 
pennies—that's all. Write for actual sample 
CLIP BOOK and full details. Harry Volk 
JR. Pleasantville 24, N. J 
FOR SALE 
$18,000 in Elliott Addressing 
Machines & Equipment 
AT FRACTION OF COST 
COMPLETE MAIL-ORDER SYSTEM 


1 East-West Auto Addresser with selector 





minder-type advertising 


1 Automatic Label printing and billing 
machine carries trial balance. Cabinets & 
trays for 123 000 names Used for mail order 
BOOK CLUB 
Saver & Wallingford 
147 West Broadway, New York 13, NY 
WOrth 4.0520 Inquiries Daily 
IDEAS WANTED 

National Advertising Specialty Mfr wants 
copy and format ideas for syndicated re 


monthly mail 
ing series suitable for use by business firms 
National distribution assured. Will buy ideas 
Write 


royalty basis 


N.Y 


outright or place on 


Bentley, Carle Place, L. | 





LISTS 


CANADA'S BEST MAILING LIST 
250,000 live names on Elliott stencils 
Call broker TODAY 
or Tobe's Niagora on the Loke, Canada 


your list 





HELP WANTED 


EXCEPTIONAL OPPORTUNITY 


FOR AD.--SALES MANAGER 


million-dollar firm doing 


Established 


business nationally seeks top-notch 


executive to help conceive sales and 

promotional effort and to assume full 
| responsibility for direction and ad 
ministration 


for must be 


looking 
high mn 


but interested in oa 


The mon we're 
accustomed to 
come and success 
with 


real challenge proportionate 


compensation. Grounding in adver 


| tising fundamentals imperative. Ex 
mail order or 


Must 
city. Your 


perience in direct mai! 


direct selling helpful locate in 


middle-size Eastern letter 
must state all facts and requirements 
with 


Interviews will be arranged 


| qualified men Write Box 83 The 
| Reporter, Garden City, N. Y 





MAILING LISTS 
FREE MAILING LISTS 
OVER 2 MILLION NAMES ON PLATES 
| Constantly Corrected 
Guaranteed 100% Accurate 
Retailers Wholesalers Manufacturers 
Banks Churches Institutions 
and 350 other lists to choose from 


We charge only for addressing 
usually completed within 3 days 
SPEED - ADDRESS KRAUS CO 
48.01 42nd Street 
Long Island City 4, N.Y 
STillwell 4.5922 





POSITION WANTED 


SUPERVISOR: Mailing list maintenance. Heavy 
systems 
Write 


experience in every phase All 


subscription fulfillment 


Garden City, N. Y 


foreign lists 
The Reporter, Box 82 





TYPE FOR OFFSET 


FOTO FONTS 


Easy to set and 


with Unit cost per 
20¢! 
reproduction 
Archbold, Publisher, Box 
les 6, Calif 


Save 
only align 


Free samples and details. AA 








“HOW TO THINK ABOUT 


a 112-page 
planning ond execution. Offers 
in the field. Presents o 
help you formulate a 


direct mail progrom 


analysis and 


detailed 
workable 


Send $3.00 for 


INDUSTRIAL DIRECT MAIL” 


outline for industrial direct mail 


advice from more than 70 experts 


ovtline of 6 important phases to 


plor build ao successful industrial 


your now, to 


copy 


The Reporter of Direct Mail Adv. Garden City, N. Y 









font 


sharpest 


20740.K, Los Ange 











DIRECT 


MAIL 





DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $15.00 PER YEAR 








ACETATE SHEET PROTECTORS 


ADDRESSING 


‘ wv 


ADDRESSING MACHINES 
aw. eB 
ADDRESSING 


TRADE 


ADVERTISING AGENCIES 


. 
A 4 
4 ¥ AS ww 


ADVERTISING ART 
. ~ 


A 


ADVERTISING BOOK MATCHES 


ADVERTISING SPECIALTIES 


AUTOMATIC MACHINE-ADDRESSING SERVICE 


4 + 


AUTOMATIC TYPEWRITING 


BOOKS 


7 


BUSINESS BRIEFS 
BUSINESS CARD SERVICE 


CATALOG PLANNING 


CHRISTMAS STATIONERY 


CO-OP CARD COUPON MAILINGS 


COPYWRITERS (Free Lance) 
a4 \ ” 4 


A 
44 N 


DIRECT MAIL AGENCIES 


4 A 


RA 


DIRECT MAIL EQUIPMENT 


DIRECT MAIL SUPPLIES 


ELLIOTT STENCIL CUTTING 


\ 4.44 


uM 4é N WwW 


ENVELOPES 


ENVELOPE SPECIALTIES 


FOREIGN MAILINGS 
FOREIGN POSTAGE 
FUND RAISING 
HOUSE ORGANS (SYNDICATED) 


IMPRINTERS — SALES LITERATURE 


INSERTING SERVICE AUTOMATIC MACHINE 
INVISIBLE INK POSTCARDS 
LABEL PASTERS 


LABELS 


LETTER GADGETS 


e L 4 


LETTERHEADS 


MAIL ADVERTISING SERVICES (Lettershops) 


at 


THE REPORTER OF DIRECT MAIL ADVERTISING 




















A M ; MULTIGRAPH SUPPLIES 
W. Washington 0 NA 8.5348 ag nk Ribt " We 
8 wey, N 4,N WH 4.3722 Mack Type N BE 
e Angele A ai. (MI 8 s3 MULTILITH & MULTIGRAPH MACHINES 
4 4 6 « ese 3 Ma e & 1274 8 sdwa N N 
e 5 sadwa N - 
A - ae came PACKAGING 
e e Ave . R 4/4 A 446 Ne 26 h 
i x vw - as Ma 8 ~ News L) 
‘ 6 FR % PAPER MANUFACTURERS 
4 4 44 4 ‘ ate Pa. N Mea “ 
* A\4 - . us 
a 4A ® R4 4 ws 
MAILING LISTS — BROKERS - , aa ht 14 
4 * vw 4.499 - 
wu . a f 4418 , , 
4 Ave 4 e 4 -* Ke rape ¥ 
e RR 9.046 ld Lo 
a’ ‘ PARCEL POST MAILING BOXES 
4 7 4 4 z 4}4 } . 5 4 
Y . = St PERSONALIZED GIANT GRAMS 
5 RAIA . a N ‘ 
~ 44 N ‘ M 4158 PHOTO ENGRAVERS 
ee Adve , x uM A b449 ‘ New M 
5 . 7 ‘ 4 4 
4 PHOTOS IN QUANTITY 
, PHOTO REPORTING 
MAILING LIST — COMPILERS & OWNERS POSTAL INFORMATION 
A ‘ N RA 
A , RE POST CARDS 
p - ‘ “ ' PRINTERS — LETTERPRESS 
b ” 4 7) ws 
e ® 5% 44 Me Wie i ; t 
be iA 
p ‘ i 44 PRINTING — OFFSET LITHOGRAPHY 
ww " ce 8 4eR A ‘ N 
i or 4 
A wy g 4 4 e 
a . 4 \ VA R b 4 A N A 
: ~ PL Ie PRINTERS LETTERPRESS & LITHOGRAPHY 
. - . ~ A 2.94 ; 
R 444) 
B M A PUBLIC RELATIONS CONSULTANT 
¥ 4 
34 SALES PROMOTION COUNSEL 
p Ma A A 4 ws A N 
-* Pe we See SEASONAL STATIONERY 
4 N M 53 SUBSCRIPTION FULFILLMENT SERVICE 
2 , 4 vw 4 A . fp N 
* oe a A ? vw +. . 4 
, 7 . SYNDICATED HOUSE MAGAZINES 
MAIL ORDER AGENCIES eV ea . M 
Roskam Adve M ‘ i M A tA TRADE ASSOCIATIONS 
MAIL ORDER CONSULTANT . sing Vode are Pore & “ + 
A f ‘ 4 : : 
MATCHED STATIONERY VARITYPE EQUIPMENT 
e e e 4 Ka Mv A RA Mea ‘ 
MIMEOGRAPH MACHINE VARITYPERS AND TYPE FONTS 
A ‘ vw ‘ . wa N , . ‘ ‘ ; A 
MY MAIL ORDER DAY space I'll nail them to the mast ing it to “belong to a select group of 
Pettenad tines —_ head of this column libel suits of women 
no libel suits, Any gency that doesn't . . . 


When the publisher starts reading steer their 
come of his Business Manager s out deals 


clients 


ought to 


clear of these 


Offer in the mail, sent to all Mail 
up some other 


going mail. he will discover why his Order Houses, is addressed An 
way of making a living 7 
adv. income is slipping ind said ° e Davy Crockett Dept uvel Oh 
‘manag ” O on his e¢ ell ~ ve ave claimec tt 
manager will be ut i ur eee in starts as fellow wel is | ha ilwa rimmed 
job hunting , = , just as good, or better, to address a 
| know i ‘ Lit ‘ Bire lol r 
Well this was bound to happen Me You'd Love ¢ in Your Hon man by his tile rather than his name 
sooner or later. One of these maga Just between u little bor f Vien may come and men may go but 
OMPANION research ‘ Ay 
zines that offer to print public ity ' 7 ' : ; see how ce-pre sidents in charge of kedysia 
ia ’ ia ! J ! wil 
for a nominal production cost 1s tha ou belong to a select rou , tists go on forever 1 can see the 
now offering “standard agency com women for whe COMPANION edited next issue of Standard and Poors 
missions for this “no « harge space Now girls, please inform your sub stings Chairmar of Dhe Board 
If | catch any of my fine feathered scription manager that when a letter President, Vice-Prexies. and right ur 
friends in the agency line taking is clearly addressed to MR. that it derneath Head of The Da Crock 
‘commissions’ for selling this “free is a little hard for the fellow receis ett Division 
4) 


AUGUST, 1955 

















age 
ette ritu yuide f alu 
Pie ‘ et ‘ r nr? bye 4 ‘ 
I} ‘ lea wndiled ir 
gnt f tr ‘ inde 
t« ‘ | le ect ’ { tur 
| 
etter ! i purty ‘ I ‘) 
format ! typu rette ippe rip 
ett tyled } perr n from The 
Keporter). If you int to see ample 
f ti inble ttle hooklet te ¢ 
Ralph Curt t K-( 4) E. Rive le 
Dp ‘ } e 8. Indiar 
— 
ove 





FERD NAUHEIM, Woodward Build 


A } tor . D. ¢ j writing DMAA Director Joe McGee, Ir, executive Co., Kansas City, Missouri, talking to the 


ris wa ’ 


hook for Prentice-Ha ol How to vice president, Old American Life Insurance “students ot the University of Illinois 


Reply to Letters of Inquiry. Ferd think 
The Reporter ought to have a lot of THE FIRST POSTGRADUATE direct tep forward and raised the stature of 


vood ample or fils hut we ce mail course held at the University of direct mail. Bob Seymour of the Uni 
not ' brar o tt iten Illine n Urbana the week of June versity deserves much credit for making 
| t t timulate ome new 19. wa 1 huge icce judging by this first noble experiment and we hope 
material for Ferd. If any of our reader the mixed reactions of the 52 profes t will be repeated next year. This re« 
think the nquit inswering svstem iona tudent Depending on the porter enjoyed participating in it 
is perfect od end ir con individual inclinations of those attend particularly the opporunity to pal 
ments and example slong to Ferd ing ome thought part f the around with Andy Andersen, Jack 
course were too technical, while other Maguire, Francis Week Bill Butter 
ae had ist the opposite opinion. All were field and some of the other letterwrit 
—— gree that the « irse marked a big ing crusaders at the University 


A LONG DELAYED WIXIE: Ger 
Kenne ale wnager of Motor Book 
Department, 250 W. 55th St.. New York 





Therefore. mat wal Post Offices mai mail order are nciined to poke fun at 
io N y ent j nixie example 
return Forn 547 without giving the this type of busine pointing out 
hict take ‘ ike for ome ort 
new addre Buddy further suggests most of the shady spots. But this article 
f ve i On J ‘ 0, 1955. he received . 
that mailer hould consider the pos is a seriou attempt t explain the 
envelope which was part of a mai T 
ibility of having a form letter pre successes There is quite i lot about 
ne rmiact n March of 1951. It wa re | 
pared which would he ent. by first our friend, Dave Margulie Be ure to 
turned trorrn the office of receipt wit! 
class mali te " rnixie after receipt read it 
nixie record dated June 3, 1955. Ne 
of Form 3547. In that way some of the gum 
ome eer to be able to explain what 
non -mixie could be recovered eee 
happened he envelope fur the 
) — SORRY we didn't mention it in the 
nea fou tervening year Perhay 
alicia July issue but the cover picture 
t ipped back f a desk m the Ca 
I eon nd { nd durit prir MANY PEOPLE called our attention of Virginia Parsons was made espe ial- 
‘ i ‘ j » . , 
to an article in the June 24 issue of ly for The Reporter by Fabian Bact 
eaning 
Printers’ Ink reporting on a survey rach, world famous photographer at 
_ among 15 top purchasing agents. It SE. 52 St.. New York 22. N. Y 
inti howed that “Si {! their mail is pro 
_— 


SPEAKING OF WIKIES, Ralp! bably ignored.” We were just on th eee 
Buddy) Ma who appears on our point of writing a stinging rebutta DURING SECOND WEEK OF AUGUST 


when Bu Reed copy for August ar 


er, gave tl eporter an interesting this reporter will be billeted at the 
Ver ale it much » » . 
tp dur 1 recent conversatior The rived. He said ae better ” Statler Hotel in Los Angele Calif 
‘ ‘ " a ure te oe page 4 . 
postmasters Know that mailer ich as Attending the 34th annual conventior 
Fd Walker f Kozak are worried —_— of the Mail Advertising Service Ass! 
bout xl which really are not eee Intl. and the first all-Western DMAA 


nix Buddy thinks part of the trouble HOPE YOU ALL saw the article on sponsored Direct Mail Conference. Wi 





is that e people mn giving the Post page 66 of the July 22 issue ofl get back to Garden City n time t 
Office a change of addre« specify that Colliers Making Money by Mail write a California report and put 
first cla ma to be forwarded but written by Robert Froman. is worth September DMAA conventior 1e to 
econd wd = «6third=—soclas eliminated reading. Most magazine articles about hed 


42 THE REPORTER OF DIRECT MAIL ADVERTISING 














Ga 


_/ # 
\} 


Your work 4 
1s ae DG 
we 
wv / 
i 





- 
Wor a) 
ig 


—_— 


as good as 
. 





your bond... 


amilton Bo 





HAMILTON PAPERS 


W.C. HAMILTON &€ SONS + MIQUON, PA 
Offices in New York, Chicago, Los Angeles 


e leading distributor 

















THE LETTERPRESSMAN 


PAPER 
is the base of 
his job 


rhe Pre 


NEW 
HUDSON GLOSS 


Tt 


pe booklet t j 


i th ff ; 


Baternaltional Dy per a 





